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All Trails Lead to New York for Advertising Men 


Rough Proofs 


According to the advertisers, all 
you need to be a good golfer is the 
right ball. The only feature likely 
to be confusing to the beginner is 
that a number of manufacturers 
admit that they have it. 


7, FF 


The wonderful thing about golf is 
that George W. Dubb, who has been 
vainly trying to break 100 for years, 
reads the advertising and starts out 
again with renewed hope and faith, 
which lasts as far as the first green, 
at least. 

7? 8 F 


The popular new poster of Bull 
Durham, featuring John Held, Jr.’s, 
admiring cow, is entitled, “Her 
Hero.” Why not “Ladies and Gentle- 
men, That’s Love’? 

7, fF F 
Advertising writers are enthusi- 


astically urging the public to view 
the “Olympiad” at Los Angeles, but 


‘in spite of this there will probably 


be a large attendance at the Olympic 
games. 
a 


A sandwich mgn on stilts adver- 
tised-a~shoe repair shop on West 
Madison street in Chicago the other 
day, thus proving that business at 
last is looking up. 


vy¥seiy? 
The window-jumpers who have 
been making the front page of the 
newspapers regularly of late have 


~ taken leap-year entirely too seriously. 


, Ff F 


“As little as $10 delivers a Gen- 
eral Electric to your home.” 
Whaddye mean, “as little as’? 
v v v 


The Republicans played to empty 
seats most of the time while putting 
on their big show at the Chicago 
Stadium this week. Maybe the ele- 
phant was too well trained. 

v v bi 


“Here are $6 for one year,” Vogue 
asks prospective subscribers to say. 

Why not, “Here are one year for 
six dollars?” 


~~ = 2 


Appleton is to publish a new book, 
“The Advertising Agency Looks at 
Radio.” The successful ones even 
listen to it. 


> FT F 


Now that we have the public al- 
most sold on the idea that coffee 
must be dated, packed in vacuum 
and everything, a percolator manu- 
facturer spoils everything by ad- 
mitting that it all depends on how 
it’s made. 


The courts have now held that 
paid testimonials are okay, provided 
they tell the truth. And can’t Holly- 
wood always be depended on for 
that? 

> F FF 


A trade publisher in New York is 
going to drop all advertising at the 
expiration of present contracts. Now 
that they can’t get in, the contrary 
advertisers will probably deluge him 
with orders. 


vevwy 
“Coral nails are bewilderingly 
lovely.” Well, bewildering, anyway. 


Copy Cus. 


STORE DEVOTES 
PAID SPACE TO 
RADIO PROGRAMS 


Steps Into Gap As Newspapers 
Drop Listings 


New Orleans, La., June 17.—As all 
local newspapers announced the dis- 
continuance of publication of radio 
programs because of “lack of space,” 
Maison Blanche, leading department 
store, sprang a coup by picking up 
the threads where the newspapers 
left off. 

It is running the full radio pro- 
gram of NBC and others over WSMB 
from 6:30 to 10:30 P. M. as part of 
its advertising. 


Other department stores are ex- 
pected to “sponsor” the radio listings 
of other stations as a means of creat- 
ing additional interest for their dis- 
play advertising. 

Radio Guide, Chicago, publishes a 
New Orleans edition, carrying com- 
plete programs, and confirmed radio 
addicts can get their regular fare by 
paying five cents for this publication. 

P. K. Ewing, New Orleans States, 
announced over Station WDSU that 
newspapers sustained lineage losses 
last year, at least a part of it being 
accounted for by radio competition. 


WESTINGHOUSE 
EMPLOYE SALES 
PLAN EXTENDED 


Pittsburgh, Pa., June 17.—The 
sales crusade of employes of West- 
inghouse Electric & Mfg. Co. will be 
continued during June at the request 
of employes, who have asked for 
time to close sales, with more than 
25,000 recorded prospects who have 
not yet made purchases, H. C. 
Thomas, general chairman of the 
campaign, announced. 

May sales through dealers totaled 
more than $1,500,000, proving to 
Westinghouse employes that the pub- 
lic is willing to buy electrical appli- 
ances when acquainted with their 
advantages and the need for im- 
mediate purchase. 


How Plan Works 


Under the plan, each of the com- 
pany’s 35,000 employes pledged him- 
self to sell one or more domestic 
electrical appliances through a regu- 
lar dealer during the month. No 
commission is paid on these sales, 
and no concessions were made to 
consumers by reducing prices. 

Employe-salesmen are compensated 
with awards of merchandise prizes 
based on points credited for sales. 

Other companies have requested 
details of the plan, Mr. Thomas said, 
expressing the belief that if a suffi- 
cient number take similar action, 
beneficial results will be felt through- 
out the country. 


Gathering 


New York, June 17.—Heralded as 
the most significant assembly of ad- 
vertising and business leaders in his- 
tory, the 28th annual convention of 
the Advertising Federation of Amer- 
ica will be held at the Waldorf-Asto- 
ria June 19-23. 

“Advertising: The Way Out” will 
be the keynote. How advertising is 
playing a yeoman role even in the 
midst of a depression of unprece- 
dented severity will be related in 19 
departmental meetings, as well as in 
the main sessions. 

Mid-Western members will speed 
to New York on a special train over 
the Michigan Central, leaving Chi- 
cago Saturday. Before the special 
pulled out, it was announced that 
Chicago had withdrawn its 1933 in- 
vitation to the A. F. A. in favor of 
Milwaukee and Grand Rapids, both 
of which sought Chicago support. 

The Chicago delegation will attend 
the convention prepared to ask the 
A. F. A. to take w definite stand on 
taxation. 

The outline for the A. F. A. con- 
vention follows: 


MONDAY 
12:30 o’Clock 
OPENING LUNCHEON SESSION 


Main Ball Room, 
Waldorf-Astoria Hotel 


Chairman: Gilbert T. Hodges, Pres. 


A MESSAGE FROM THE PRESI- 
DENT OF THE UNITED STATES 


Presiding 
Hon. Grover A. Whalen, 


President of the Advertising Club 


Official reception to the famous 
American flyer, Amelia Earhart, on 
her triumphant return from _ her 
epoch-making transatlantic solo 
flight, under the auspices of the Ad- 
vertising Club of New York. 

Address of Welcome—Hon. James 


Marketing Experts 


for 28th 


Federation Conclave 


GUIDES MEETING 


Gilbert T. Hodges, president, Ad- 
vertising Federation of America. 


J. Walker, Mayor of the City of New 
York. 


General Program Speakers 
Presiding 


Charles C. Younggreen, Chairman, 
National On-to-New York Committee; 
vice-president, McJunkin Advertising 
Company, Chicago, Ill. 

Gilbert T. Hodges, President of the 
Adv. Fed. of Am., New York Sun, 
“The Convention Theme.” 

Lee H. Bristol, President, Associa- 
tion of National Advertisers; Vice- 
President, Bristol-Myers Company, 
New York; “The Depression and Its 
Challenge to Management.” 

Dr. Virgil Jordan, Economist, Mc- 
Graw-Hill Publishing Company, New 
York; “Advertising and Economic 
Reconstruction.” 


(Continued on Page 16) 


door copy. 


Moving Picture Machine Operators 


derous statements. 


finance a newspaper campaign through Grey Advertising Service. 
first piece of copy said the union adopted this method of refuting slan- 


Last Minute News Flashes 


Kellogg Promotes Baumgart, Freeman 
Battle Creek, Mich., June 17.—Charles M. Baumgart, Chicago man- 
ager for the Kellogg Company, has been appointed general sales manager, 
succeeding Dwight H. Mahan, resigned. 
manager, has been elected vice-president in charge of advertising. 


Earle J. Freeman, advertising 


Train with Rubber Heels Alton’s Innovation 
Chicago, June 17.—The Alton Limited now has “rubber heels,” the 
road is announcing in a newspaper campaign. 
vibration and noise, the copy explains. 


Rubberized trucks eliminate 


Graham-Paige to Enter Low Price Field 


Detroit, June 17.—Graham-Paige Motors Corp. will announce its 1933 
“six” in four weekly magazines in July, followed by newspaper and out- 
The coupe will sell at $875; four-door sedan at $925. 


Moving Picture Operators Start Campaign 
New York, June 17.—Thirteen hundred members of the New York 


Union have assessed themselves to 
The 


WETS AND DRYS 
AIR THEORIES 
IN NEWSPAPERS 


Republican Convention Sees 
New Type of Copy 


Chicago, June 17.—The “nation- 
wide controversy which distracts at- 
tention from the constructive solu- 
tion of many pressing national prob- 
lems” provided the few advertising 
fireworks during the Republican Na- 
tional Convention this week. 

American Business Men’s Prohibi- 
tion Foundation took almost three 
pages in the Chicago Tribune to as- 
sure its readers, with prophetic 
vision, “The wet stampede is a flop.” 

The Tribune ran flaming editorials 
on Page 1l—one under a streamer 
headed, “Half Bolshevik; Half Free” 
—in which it insisted on a slash in 
Government expenses of not less 
than 750 million dollars. Other 
Page 1 editorials demanded a clear- 
cut stand on the liquor question, and 
the final one Thursday morning 
called the Republican plank on the 
18th Amendment “the product of 
political cowardice and hypocrisy.” 


Voice in Wilderness 


The only voice raised, in paid ad- 
vertising, in favor of more and better 
booze, was Guyon’s Paradise Ball- 
room, which devoted half a page to 
an editorial on “The Curse of Pro- 
hibition,” by J. Louis Guyon, and the 
other half to picturing the pleasures 
of dancing. 

“The God of us all needed but ten 
commandments,” asserted Mr. Guyon, 
“while laughable legislation crowds 
our statute books in the millions.” 

His comment about “our best citi- 
zens falling out of windows” referred 
to recent deaths among Chicago busi- 
ness men, but probably went over 
the heads of delegates to the con- 
vention, strangers in town. 

Volume of advertising in Chicago 
newspapers failed to reflect the 
presence of many thousand free 
spenders. Much of the copy was ad- 
dressed to delegates, however. Men’s 
clothing stores were among the few 
retail advertisers using more lineage 
than usual. 

Manufacturers of novelties were 
probably the only class which did a 
thriving business. The proponents 
of prohibition repeal staged a parade 
in which appropriate banners, auto- 
mobile plates and noise-making de- 
vices had a prominent place. Even 
such devices as beer steins sold 
freely, the Illinois delegation to the 
convention using this symbol of its 
sentiments and being joined by 
others. 

The advertising of the American 
Business Men’s Prohibition Founda- 
tion used the recent poll of The 
Literary Digest as its text in one 
piece of copy. 


Drys Are Silent? 


“The great argument of the wets,” 
it said in part, “is based on extra- 
legal polls such as The Literary 
Digest. Let us study the Digest poll 
for just a moment. Twenty million 
ballots were distributed. Only 17.16 
per cent of this number came back 
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in favor of repeal. Such a low per- 
centage of votes for repeal proves 
beyond question that there is little 
real sentiment and action back of all 
the booze noise. 

“Naturally, a ballot of this type 
meant little or nothing to the aver- 
age person in favor of continuance. 
But to the repealist it was a golden 
opportunity for self-expression. De- 
spite the hip, hip, hooray of the 
booze advocates the masses will not 
be misled. That party which deserts 
the masses in favor of the loud- 
speaking wets is doomed.” 

The last sentence, in italics, was 
evidently taken to heart by the Re- 
publican convention, in spite of the 
fact that newspapers gave consider- 
able publicity to about-faces on pro- 
hibition by several industrial leaders 
during the week. 

Delegates to the convention were 
probably too busy to pay much atten- 
tion to the radio broadcasts demand- 
ing Federal economy. These were 
made by national advertisers, who, 
as reported last week, are using part 
of their radio time to create public 
sentiment against lavish expendi- 
tures by the Government. 

Other advertising which tied in 
with the convention was that urging 
the public to buy before the new 
taxes on refrigerators and. other 
products become effective. 


William C. Webber 
Elected by Ad-Vets 


William C. Webber, John W. Cul- 
len Co., was elected president of 
Veterans’ Advertising Club, Chicago, 
at the annual meeting June 10. He 
succeeds Marvin D. Hicks, Standard 
Show Card Service. This organiza- 
tion, made up of advertising men 
who saw service in the war, has no 
affiliations and no dues. 

Wm. B. Heaps, McGraw-Hill Pub- 
lishing Co., was elected vice-presi- 
dent; James Mason, State Teachers’ 
Magazines, Inc., secretary, and 
Dwight H. Early, publisher’s repre- 
sentative, treasurer. 


Hotel Account to 
Dorrance, Kenyon 


New England Hotel Association, 
representing over 300 hotels, is co- 
operating with the New England 
Council in a newspaper campaign in 
larger cities. 

Dorrance, Kenyon & Co., Boston, 
handle the account. 


Dalath Club Elects 


Frank D. Gravelle was re-elected 
president of the Duluth, Minn., Ad- 
vertising Club at its annual meeting. 
J. J. MeGenty is vice-president; Don- 
ald Bellows, treasurer, and Muriel 
Nelson, secretary. Thomas Gavin, W. 
H. McGenty and A. T. Yates were re- 
elected directors. 


TRADE-IN IDEA 
IS CAPITALIZEL 
BY PARKER PEN 


Janesville, Wis., June 17.—Parker 
Pen Company's innovation of offer- 
ing a trade-in value of $2 on old 
pens with a purchase of a Parker 
Duofold Sr., has resulted in substan- 
tial gains for dealers, the company 
reports. The campaign will continue 
in 100 newspapers through June in 
480-line space. 

The plan was tested in Detroit, 
Indianapolis and Cincinnati. With 
local dealers running tie-in copy and 
special window displays, gains of 
from 285 to 375 per cent in business 
were registered, Kenneth Parker, 
vice-president in charge of sales and 
advertising reported. These results 
led the company to extend the plan. 


Scale of Allowances 


While the advertising merely of- 
fers “$2 for your old pen on the pur- 
chase of a Parker Duofold” the com- 
pany developed a “blue book” of 
trade-in values. On the purchase of 

a 


more than 


Ask for Facts 


30) 


national 


new 


advertisers 


since January 1, 1932 


It is significant that in these times, when adver- 
tisers are studying space values more carefully 
than ever before, The Christian Science Moni- 
tor is being added to the schedules of many 
experienced advertisers. Following are some 


Science Monitor: 


of the well-known products which have been 
added, during the first five months of 1932, 
to the imposing list of nationally known brands 
that are being advertised in The Christian 


COCOMALT 
UNDERWOOD’S DEVILED HAM 
MONUMENT MILLS BED SPREADS, COVERLETS 
MUELLER’S ELBOW MACARONI, 
EGG NOODLES, ETC. 


OLD DUTCH CLEANSER 
HAMILTON WATCHES 


ADVERTISING RESPONSE — The 


Third Dimension of Circulation, is the 
final and most important measure of 
the value of an advertising medium. 
We shall be pleased to send upon 
facts about 
the responsiveness of Monitor readers 


request some interesting 


as indicated in the experience of Mon- 
itor advertisers. Or ask for a represent- 


ative to call. 


THE 


HOFFMAN RADIATOR VALVES 
NORGE ELECTRIC REFRIGERATORS 
KENWOOD BLANKETS 
LOTUS & DELTA SHOES 


CHRISTIAN SCIENCE MONITOR 


Branch | 
Advertising 
ffices 


New York, N. Y. 
270 Madison Avenue 
Detroit, Michigan 
3-101 General Motors Building 
Chicago, Illinois 
1058 McCormick Building 


A Daily Newspaper for the Home 
Published by The Christian Science Publishing Society . . 


Kansas City, Missouri 
405 Nat. Fid. Life 


San Franciseo, California 
625 Market Street 


Los Angeles, California 
210 West Seventh Street 


St. Louis, Missouri 


1728 Railway Exchange 
Building 


Seattle, Washington 
824 Skinner Building 


Building 


107 Falmouth Street, Boston, Massachusetts 


London, England 
1 & 2, Adelphi Terrace 


Paris, France 
3, Avenue de Opera 
Berlin, Germany 
Unter den Linden 59A 


Florence, Italy 
Via Magenta 11 


Miami, Florida, 1229 Ingraham Building 


DOUBLE DUTY 


4 FILL DRAIN 
then 


LISTEN 


That's all you need te dol 
to 


Thaf's all your customers need to de 
become the need for PLUMITE in the 
yo can of PLUMITE inte the drain. Pour in « small amount 


+ 
2 
ef 
£ 
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will come beck to’ your store and ask for 
PLUMITE again and egein. PLUMITE de 
stroys all organic matter and filth in drains 
. «the source of offending odors in the 
home ... the breeding ground for disease 
germs. Does not harm Used by 
heeding hotels, hospiteh end steamship lines 
for 12 years, What « whale of « selling 
story thet makes... whet « whale of « 
repeat-business builder PLUMITE ik, Mo 
wonder PLUMITE is making records in quick 


Dearborn Chemical Co. has bor- 
rowed the Texaco “listen dogs" for 
its current trade paper advertising. 


a Junior or Lady Duofold at $5 the 
allowance was $1.25; on a Duofold 
Sr., $7, the allowance was $2; and 
on a Duofold Deluxe, at $10, $2.50. 

The copy was unusually frank. 
“Ransack office and home till you 
find an old pen,” it concluded. “Take 
it to any Parker Pen dealer promptly 
and walk out with a fine new Parker 
Duofold. The old pen you trade in 
must have a gold point, but does not 
have to be a Parker Pen.” 

While other manufacturers are 
pointing to some of the troubles of 
the automobile industry with its 
trade-in problems and making dire 
predictions, Parker Pen Company 
does not believe its plan will have 
any ill effects. One officer said the 
average man merely feels that he 
has picked up a little extra value 
and will not expect similar treat- 
ment in the future. 

Blackett-Sample-Hummert, 
Chicago, handle the account. 


Brorby Division Head 


Melvin Brorby, vice-president of 
Needham, Louis & Brorby, Chicago, 
has been appointed chairman of the 
advertising agency departmental of 
the Chicago Advertising Council. 
He succeeds E. H. Gardner, trans- 
ferred to New York. 


Inc, 


Two for Hearn 


International Composition Co., 
paint products, and Oil Transfer 
Corp., New York, have placed their 
advertising with Alfred S. Hearn 
Co., New York. 


Samuel Knopf Dies 


Samuel Knopf, father of Alfred A. 
Knopf and treasurer of American 
Mercury, died at Mamaroneck, N. Y.., 
June 12. He formerly operated an 
advertising agency. 


Campana Promotes Crull 


I. Willard Crull, advertising di- 
rector of Campana Corp., manufac- 
turers of Campana’s Italian Balm, 
has been appointed vice-president in 
charge of advertising. 


Packard Sales Up 


Packard Motor Car Co. reports an 
increase of 7 percent in sales by dis- 
tributors and dealers for May, com- 
pared with the same month last 
year. 


Debus to Comer 


Russell C. Comer Advertising Co., 
Kansas City, Mo., is handling the ad- 
vertising of Debus Mfg. Co., Hast- 
ings, Neb., manufacturers of bakery 
equipment. 


Garrity With “Blue Book’ 


William J. Garrity has been 
elected vice-president and assistant 
general manager of Printing Trades 
Blue Book, New York. 


Get Kohler Aviation 


Advertising of Kohler Aviation 
Corp. has been placed with Klau-. 
Van Pietersom-Dunlap Associates, 
Milwaukee. 


U.S. MACHINERY 
50% OBSOLETE 
DECLARES MUIR 


Washington, D. C., June 17.— 
Loans by the Reconstruction Finance 
Corporation to private industry to 
finance purchases of new equipment 
were recommended to the Senate 
Banking and Currency Committee 
by Malcolm Muir, president of Mc. 
Graw-Hill Publishing Co., New York. 

With other industrial leaders, Mr. 
Muir was questioned by the commit- 
tee as to methods of stimulating 
business. He said the capital needs 
of some industries total a billion dol- 
lars. 

“We, as publishers of 30 industrial 
and engineering magazines inti- 
mately associated with the basic in- 
dustries of this country,” Mr. Muir 
told the committee, “are in a position 
to observe the growing need for re- 
placement of equipment, not to in- 
crease productive capacity or 
through mechanization to decrease 
employment, but for the purpose of 
lowering the cost of manufacturing 
and thereby the price of goods to 
the consumer. 


Control of Buying 


“Improved equipment does not 
mean greater capacity, if only enough 
new machines are installed to pro- 
vide for the same output and the old 
equipment scrapped. This can be 
controlled if the credit is made avail- 
able by the Reconstruction Finance 
Corporation. 

“The out-of-date equipment of 
American industry, amounting to 
about 50 per cent of that now in- 
stalled, is increasing the expense of 
manufacture, cutting profits and de- 
pressing business. Lower production 
costs, possible with modern equip- 
ment, will reduce prices and stimu- 
late business. P 

“The research departments of 
many manufacturing organizations 
throughout the country have ready 
for commercial exploitation new in- 
dustrial equipment and many devices 
for the home from which will un- 
doubtedly spring new industries as 
soon as the capital for their develop- 
ment is available.” 


Wants Uniform 
Presentations 


By Radio Field 


Chicago, June 17.—William G. 
Rambeau, radio station representa- 
tive, has started a move for adoption 
of uniform station data for presen- 
tation to advertisers. 

The proposed folder would enable 
each station to describe its policies, 
covering commissions, discounts, 
transcriptions, etc.; coverage, day 
and night; market facts, primary 
area, shopping centers, merchandis- 
ing tie-up, general station publicity, 
etc. 

Under the heading of merchandis- 
ing come surveys, letters to dealers 
and window displays. One of Mr. 
Rambeau’s stations has given mer- 
chandising service of this nature for 
some time. 

Under general station publicity, 
Mr. Rambeau would give stations an 
opportunity to tell what they are 
doing to build up their programs, 
whether or not they publish house 
organs, and to what extent they ad- 
vertise in newspapers. 

Mr. Rambeau, who was formerly 
with Curtis Publishing Co., repre- 
sents nine stations in much the same 
way that publication representatives 
operate. 


Bay Poultry Journal 


Reliable Poultry Journal, Dayton, 
O., has been purchased by Poultry, 
Garden and Home, Inc., a new organ- 
ization which will continue its pub- 
lication. A. E. Brusman, Clyde H. 
Thomas and Gordon M. Curtis are 
the incorporators. 
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ADVERTISING AGE 


They are Buying 


...are they buying your product? 


Are you ignoring opportunities in markets where com- 


petition is not so keen? @ You advertise to produce sales—obviously. You 


are right to protect markets where competitive copy is running. But some- 


times it is more profitable to beat competitors to a market than to protect 


it or to take it away from them. A powerful offense is a fine defense as well. 


NeEDLECRAFT subscribers voluntarily answered questions in the magazine on 
Drug Products, Breakfast Menus, Soaps and Cleansers. Answers came from 
every state except Arizona and Nevada. Here are a few facts from these replies: 


DRUG PRODUCTS 


SOAPS AND CLEANSERS 


BREAKFAST MENUS 


96% mentioned the use of adentifrice 
73 brands of Dentifrices 
79 brands of Face Powders 
111 brands of Toilet Creams 
95 brands of Skin Lotions 
1056 brands of Proprietary Medicines 


Soaps 


117 brands of Toilet and Bath 


54 brands of Laundry Bar Soaps 

73 brands of Soap Flakes, Chips 
and Powders 

43 brands of Cleansers 


77.1% served fruit five, six or seven 
times a week 
91.2% gave information on their use 
of cereals 
111 brands of coffee were mentioned 
33.4% served pancakes 


The replies have been tabulated in three reports as mentioned above. 


We will gladly supply copies to interested advertisers or agents. 


@ It does not follow that NeEpDLECRAFT represents an 
opportunity to every advertiser. NEEDLECRAFT is not a 
panacea for every sales problem. 

But there are at least six advertisers in each of the above 
classifications who would do well to investigate the facts or 
let us obtain more information on their individual problems. 

NEEDLECRAFT Is used by a million women every month, 
It has the lowest per page per 1000 rate in the women’s 


field. Its whole editorial appeal is on home subjects. It 
prints no fiction. 


Our own merchandise cash sales were: 
31% ahead of 1929 for 1930 
35.4% ahead of 1930 for 1931 
20% ahead of 1931 (1st quarter) for 1932 (1st quarter) 


NEEDLECRAFT reaches acquisitive women who are neither 
discouraged nor self satisfied. They want things and they 
work to get them. They buy Neepiecrart for its sug- 
gestions, both editorial and advertising. They use NEEDLE- 
CRAFT in a duying frame of mind, for its editorial sugges- 
tions call for purchases before they can use them. 


Minds do matter when you're selling merchandise 


NEEDLECRAFT 
THE HOME ARTS MAGAZINE 


ARTHUR W. STOCKDALE, Advertising Manager, Chrysler Building, New York 
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An Opportunity 


The convention of the Advertising 
Federation of America, to be held 
in New York during the next five 
days, has what appears to be an un- 
usual opportunity to advance the in- 
terests of business and of advertis- 
ing through the formulation of a 
sound program for the application of 
advertising to current problems. 

It is an opportunity which carries 
equal responsibility, of course, for no 
plan which presents advertising as a 
panacea or cure-all, or which is not 
related in a very specific and direct 
way to the major task of business 
management under present condi- 
tions has much of a chance for real 
acceptance by those who are direct- 
ing the principal enterprises of the 
country. 

It would be easy, of course, to 
announce that all business needs to 
get out of the doldrums is more ad- 
vertising; and such a _ pronounce- 
ment, coming from an association of 
the size and influence of the A. F. 
A., would carry some weight with 
some people. To register in the 
proper way with the _ responsible 
heads of the business enterprises of 
America, however, the program which 
is advocated must be one which will 
appeal strongly to their good judg- 
ment. 

Advertising functions as part of a 
general marketing operation. Those 
who use advertising most success- 
fully are keen merchandisers who 
multiply the power of attractive 
goods and clever sales plans by pub- 
licity which gets the story of the 
goods and the plan before the pub- 
lic. Hence the primary need is an 


for the A. F. A. 


accurate conception of the _ basic 
sales job, to which advertising can 
be fitted with the assurance that it 
will register favorably. 

What is the primary merchandis- 
ing need today? Charles F. Ketter- 
ing says new and better products. 
Auburn says lower prices and more 
attractive designs. Others insist that 
reduced prices have resulted in a 
deluge of shoddy goods, and that 
there must be a swing back to qual- 
ity. All seem to agree that the pub- 
lic cannot be sold on anything less 
than assurance of maximum value. 

If advertising is given a message 
to deliver that the public is ready 
and willing to receive, it can and 
will deliver that message success- 
fully. 

The able and alert advertising ex- 
ecutives who will meet in New York 
represent the best brains of the 
business; they include men who 
have evolved successful plans for 
their own businesses under today’s 
difficult conditions. Can they for- 
mulate a policy for business at large 
which will point out today’s oppor- 
tunity for more profitable use of ad- 
vertising? 

This is the real challenge and the 
real opportunity for the A. F. A. 
Business has felt the power of ad- 
vertising heretofore, and has profited 
from it. Now is the time to demon- 
strate that there is still plenty of 
room for successful application of 
advertising to 1932 sales needs—and 
that organized advertising is capa- 
ble of supplying the correct formula 
for its use. 


Pablishing Without Advertising 


The announcement published in 
the June 11 issue of ADVERTISING 
AGE regarding the plans of the pub- 
lishers of The Purchasing Agent, 
soon to be Purchasing, to issue their 
magazine without advertising, must 
have been read with interest by ad- 
vertisers as well as publishers. The 
latter would undoubtedly like to 
study a plan which promises success- 
ful results without advertising. 
It would simplify their job im- 
mensely. 

It was explained that while adver- 
tisers in the field served by The Pur- 
chasing Agent are fair and reason- 
able, the publishers feel that edito- 

al judgment should not be swayed 
even slightly by advertising consid- 
erations. Therefore they will devote 
themselves entirely to the service of 
the reader, who will accordingly be 
asked to pay $6 instead of $2 a year 
for the magazine. 

Here is the real meat of the prob- 


lem: is the elimination of advertis- 
ing going to make the publication 
more valuable than heretofore, to 
the extent of justifying a 200 per 
cent increase in the _ subscription 
price? We doubt it; in fact, we be- 
lieve that publications, not only in 
the business field but elsewhere, de- 
rive much of their value from the 
fact that they carry advertising. 

What part of a newspaper’s suc- 
cess, for instance, is due to the de- 
partment store advertising which 
keeps the housewives of the com- 
munity informed of the news of the 
merchandise world? How many busi- 
ness publications furnish a _ large 
part of their information service 
through their advertising pages? 

The answers to these questions 
might prove that publishers need 
advertising not only to enable them 
to do a better editorial job, but also 
to supply a complete and well-round- 
ed service to their readers. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


392. A Modern Publishing Formula. 

This is not only the story of the 
publishing philosophy of Modern 
Magazines, but reprints of many of 
the advertisements which appeared 
in the May, 1932, issue and which 
deserve special mention for one fea- 
ture or another. The book describes 
the “modern media test” developed 
by the organization as “a new 
measuring stick of magazine values.” 


397. Mention of Drug Products in 

689 Letters. 

Needlecraft Magazine found Pepso- 
dent the most popular dentifrice 
with 167 subscribers responding to a 
questionnaire. lListerine came _ sec- 
ond; Colgate’s third, and Ipana, 
fourth. This summary of the results 
gives the relative popularity of many 
other drug lines, including antisep- 
tics, disinfectants, face powder, 
toilet creams, and deodorants. 


357. Analysis of the Contents of 
Nine Women's Magazines in 1931. 


Advertisers who study the edi- 
torial background provided by maga- 
zines will be interested in this study 
by Needlecraft. Among the classifi- 
eations are fiction, special articles, 
needlework, food, fashions, home 
building and decoration, housekeep- 
ing and equipment, health and 
beauty, child health and_ training, 
gardening, etiquette and entertain: 
ment, editorial page, etc. 


350. 


This is not the real name of this 
booklet, which appears to be un- 
christened. The front cover is given 
to a tribute by Julian Johnston, “For- 
tune rises above our depressing times 


Fortune's Editorial Policy. 


—a reflection of that old America 
we used to. know. irrepressible, 
shrewd, triumphant.” This booklet 


has the unusual mission of proving 
that Fortune's reader following is 
not confined to men at the very top 
of industry. 


372. Go After 
Market First. 

The New England Council and the 
New England Daily Newspaper As- 
sociation have combined to bring out 
this up-to-date comparison of New 
England with the remainder of the 
country. The booklet summarizes 
this comparison briefly as follows: 
New England has 2 per cent of the 
area of the United States; 6.65 per 
cent of the population; 7.56 per cent 
of total retail sales; 7.97 per cent of 
the wealth; 8.4 per cent of the in- 
come; 13.6 per cent of the bank de- 
posits; and 17.5 per cent of the sav- 
ings. 


the New England 


352. Markets by Incomes. 


The title gives the key to this sur- 
vey of Appleton, Wis., typical Amer- 
ican community, by Time. This is 
said to be the most pretentious study 
of buying habits by income classes 
ever made. It throws light on many 
spots which have been clouded here- 
tofore and will do much in the in- 
terest of more intelligent advertising 
efforts. 


388. Traffic Flow Map of Milwaukee. 


Study of the flow of traffic is being 
undertaken in a large way by the 
outdoor advertising industry, Mil- 
waukee being one of the latest cities 
covered. The “circulation” in the 
Milwaukee district, according to the 
map issued by Cream City Outdoor 
Advertising Co., is 1,756,000 persons 
daily. 
371. Factors of Reader Interest in 
261 Advertisements. 


Liberty has issued this supplement 
to the original Gallup survey. The 
new report is not presented as a 


APPRECIATION AT LAST 


"You folks put on a great radio program." 


—Collier’s 


Voice of the Advertiser 


Wants Advertising 


Bowling Tournament 

To the Editor: 
suggest that ADVERTISING AGE pro- 
mote a national bowling tournament 
for advertising club teams. This 
tournament could be a handicap— 
the bowlers could roll with the 
average they have definitely estab- 
lished with the various local bowling 
associations. Weaker teams could be 
given a handicap of two-thirds or 
three-quarters of the difference be- 
tween their averages and the team 
average which is decided as scratch. 


The teams could bowl simultane- 
ously in the various cities, for ex- 
ample: In Chicago, where with day- 
light saving there is three hours 
difference in time, the Chicago team 
or teams would bowl at 9:00 P. M. 
while the Los Angeles team would 
be bowling at 6:00 P. M. Immedi- 
ately after each game of a _ three 
game series, the score would be tele- 
graphed to the competing cities. 

This is not a new idea—the Bank- 
ers Bowling Leagues do it every 
year. 

W. F. MAGILr, 


Foster & Kleiser Co., 
Los Angeles, Cal. 
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Recommends Five Papers 


to Press Associations 

To the Editor: I marvel at the 
selection you exercise in ADVERTISING 
AcE. I don’t see how anyone inter- 
ested in the practice or study of 
advertising can very well get along 
without it if he wants to go beyond 
the mere theory and get a line on 
significant developments and _per- 
formances. 

I am a sort of advisor to the press 
association managers in the different 
states all over the country. Our 
desk is a sort of a clearing house for 
them so far as the newspaper busi- 
ness is concerned. Recently I was 
asked to set up a list of periodicals 
for these managers, which they 
ought to read without fail, and I 
advised them to be sure and get 
ADVERTISING AGE, basing this recom- 
mendation on my own experience. 

I might say that I listed only five 


complete answer to the problem oi 
attention value. nor even as a guar- 
anteed trend, but rather a simple 
mathematical tabulation of the num- 
ber of persons who actually remem- 
bered seeing each of the advertise- 
ments in the 24 magazines studied. 
Some of these tabulations show lit- 
tle that is useful. Others offer con- 
clusions apparently striking and 
worthy of study. Since the print or- 
der for the supplement was only 
1,000 copies, the supply threatens to 
become exhausted very shortly. 


I would like to) 


periodicals in the newspaper, peri- 
odical, and advertising fields as 
“must” reading for these managers. 
There are of course a number of 
other periodicals and publications 
which they also ought to see, but I 
know how limited is the time of 
these men for reading. 


JOHN MEYER, 
Field Director, Geo. W. 
Mead Paper Institute, 
Madison, Wis. 
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Postal Sets Rates 


On Maultiple-Telegrams 

To the Editor: Postal Telegraph 
has now established rates for its new 
Joint Telegraph-Special Messenger 
Service, given first trial by the Hud- 
son Motor Car Company. 

Under these rates, one million or 
more messages may be delivered 
simultaneously by Postal Telegraph 
messengers on special blanks and in 
special envelopes at only 7 cents ‘per 
copy when delivery is in one city, 
and for 8 cents a copy when delivery 
is made in more than one city. 

Other rates are for messages from 
100,000 to 250,000, 10 cents per mes- 
sage in one city and 13 cents per 
message in more than one city; 
250,000 to 500,000, 9 cents a message 
in one city and 1114 cents a message 
in more than one city; 500,000 to 
750,000, 8 cents a message in one 
city and 10 cents a message in more 
than one city; 750,000 to 1,000,000, 
7% cents a message in one city, 9 
cents a message in more than one 
city. 

The service involves the sending 
by the customer of a key telegram 
to each city and duplicating in those 
cities, on the special forms adopted 
for the purpose, the message text 
carried in the telegraph release, 
using special messenger service for 
the deliveries. The key telegram 
may be sent at full rate, night rate, 
day letter or night message rates. 


Puitie N. SCHUYLER, 


Supervisor, Sales Promotion, 
Postal Telegraph-Cable Co., 
New York. 
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Affiliated, But No 


Common Ownership 
To the Editor: Your May 21 issue 


reported us as an “affiliate” of 
Charles Austin Bates, Inc., New 
York. 


This may lead some readers to 
suppose there is some mutual owner- 
ship. This is not true. The fact is 
that we are members of the Conti- 
nental Agency network, of which 


Charles Austin Bates is the head. 


ENNO D. WIN1Uvs, 
Pres., Anfenger Advertising Agency, 
St. Louis. 
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June 18, 1932 


ADVERTISING AGE 


Were these 
America’s Best Read 
Advertisements 


for the week of June 4, 1932? 


OOK THEM OVER. They stopped 79 per cent 
more men and women than the average. 
That means 79 per cent more rea/ circulation. 

Not a bad advantage in times like these. 

How much rea/ circulation is your advertising 
getting? If you had an ad in Liberty, Collier's or 
Saturday Evening Post the week of June 4th—or 
during May—we have your ratings. Write for them. 

Since the issues of May 7, 1932, Liberty has spon- 
sored an every-week check of reader interest among 
America’s biggest weekly magazines— made by 
Percival White, Incorporated. Each week,week after 
week, the White staff of expert investigators rings 
some thousand doorbells—uncovers men and wom- 
en who have read the preceding issue of Liberty, 
Collier's and Saturday Evening Post—goes through 
the magazine with the reader, page by page—checks 
every single editorial and advertising item seen or 
read. , 

Thus available, for the first time, is a running rec- 
ord of exactly what weekly “readers” are reading 
every week. Editorial pointers for us. Copy pointers 
for you. : 

And, perhaps, space buying pointers, too, as you 
may see by the box above. 

If you advertise in any of America’s 3 biggest 
weeklies, we have your record on a “reader interest 
rating card” already made out especially for.you. Write 
for it. No obligation. Address Liberty Research 
Dept., 420 Lexington Ave., New York City. 


Watch Next Issue of Advertising 
Age for “Best Read Ads” 
of Week of June 11th 


L e | Su See ae ee gee 
I ct C \ ... America’s pest READ Weekly M2. Stayer 


Cotter.» 
4 


i seis at 


let a Pontiac 
show you how 


to enjoy life 
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Advertiser: . Pontiac 
Agency: . Campbell-Ewald Co. 
waxine: . Collier's 
How (hoice of Space: . Color Center Spread 


Magazine Varies Reader Interest: 79% above average page 


Reader Interest for 
Your Advertisement —— 
e Vow! 

Week of June 4th Now! enn 
The average advertis- 
ing page in Liberty 
stopped 


31% more persons 
than in 2nd weekly 


42% more persons 
than in 3rd weekly 
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=| Agency: . . Lord & Thomas and Logan 
. azine: . Saturday Evening Post 
Space: . . Back Cover 


Reader Interest: 74% above average page” 


Space: Back Cover 
Reader Interest: 82% above 
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cheer qaund the sable. And here & a ene 
Sampbe® . Tomets Soup! 


Me radebiciow cither wag! 


Magazine: Saturday Evening Post 
Space: . First Color Page tollowing text 
Reader Interest : 797% above average page 
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June 18, 1932 


STUDY REGIONAL 
VARIATIONS IN 
BUYING HABITS 


Washington, D. C., June 17.—The 
first comprehensive picture of major 
differences in buying habits in the 
United States is being drawn in mar- 
ket surveys by the Department of 
Commerce, which, coupled with re- 
sults of the Census of Distribution, 
will enable business men to direct 
sales and advertising campaigns 
more intelligently than ever before, 
it was stated by Edward F. Gerish, 
chief of the domestic regional divi- 
sion. 


“Even in such an alert industry as 
the women’s clothing business,” said 
Mr. Gerish, “there is a lack of appre- 
ciation of the fact that the spring 
season is inaugurated several weeks 
earlier in the South than in the 
North. 

“Women in parts of the South 
complain that they cannot obtain 
spring styles because the style shows 
are held too late in New York. 

“In rural areas there is a tendency 
toward greater conservatism in dress 
than in cities. In such places as 
New Orleans, with its large percent- 
age of population of French extrac- 
tion, and in industrial regions of the 
East where comparatively large num- 
bers of persons of the Latin races 
have settled, bright colors are more 
popular than in other areas. 


Demand for Furniture 


“Although clothing offers a good 
example of differences in buying 
habits, furniture, foods, and other 
commodities reveal variations also. 
In New England people in consider- 
able numbers prefer old colonial 
homes and antique furniture, but in 
the West new homes of late design 
and new furniture are in greater de- 
mand.” 

Mr. Gerish said climate is an im- 
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A revolving drum of light accentuates the classic beauty of this new Pinaud window display by Einson- 


BEAMS OF LIGHT ENHANCE BEAUTY OF DISPLAY 


Freeman Co. The pillars display actual Pinaud jars. 


portant factor in determining buying 
preferences. Seattle and Tacoma 
have only two style seasons because 
of equable temperatures. They are 
poor markets for extreme-weather 
merchandise, such as men’s straw 
hats, tropical-weight suitings, heavy 
overcoats and underwear, ice skates, 
children’s sleds and skating togs. 


Both cities are large buyers of wet- 
weather clothing, but not of umbrel- 
las. Hard-finished men’s suits are 
preferred because of the _ rainy 
weather and staple patterns in dark 
shades command the market. 


The grocery trade, according to 
Mr. Gerish, reports that advertising 
of hot-weather foods in Tacoma and 
Seattle is ineffective because there is 
little hot weather. Hot cereals and 
pancake flours sell as readily in sum- 
mer as in winter. 

Eighty or 90 miles east of Seattle, 
however, the four seasons are fairly 
distinct and a larger variety of mer- 
chandise is sold. 


“SHADOW 


- PHOTOGRAPHIC ILLUSTRATORS — - 


425 South Wabash Ave. 


For feminine charm—al-_ 
luring beauty and facial 

expression——shadows are 

so necessary to bring out 

the features. 

Photographs made in our 

ead: pepo ar and 
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Horluck Must 
Be Singular, 


Court Opines 


San Francisco, Calif., June 17.— 
In a suit brought by Horlick’s Malt- 
ed Milk Corporation, the Circuit 
Court of Appeals for the Ninth Cir- 
cuit has upheld a decision enjoin- 
ing the use by Horluck’s, Inc., of 
“Horluck’s Malted Milk” or “Hor- 
luck’s Malted Milk Shops.” 

The appellate court also extended 
the injunction to include prohibition 
against the use of “Horluck’s” or 
“Horlucks’” but held that the de- 
fendant corporation was entitled to 
use the name “Horluck,” that of its 
principal stockholder, in its  busi- 
ness of dispensing malted milk bev- 
erages. 

In restraining the use of the name 
in the possessive or plural, the court 
stated that “the use of the posses- 
sive is one of the most objectionable 
features of defendant’s practices, in- 
asmuch as it is the possessive ‘Hor- 
lick’s’ with which plaintiff’s product 
is associated in the minds of the 
public. 

“This will still leave the defendant 
free to use its name in connection 
with its business in any lawful way 
and is in conformity with the de- 
cided cases.” 

Pointing to the failure of any 
showing of direct competition be- 
tween the parties, the court ruled 
that the plaintiff was entitled only 
to an injunction, and not to an ac- 
counting for either profits or dam- 
ages. 

Mark Indicates Ownership 


Washington, D. C., June 10.—Rul- 
ing that the purpose of a trade-mark 
is to indicate ownership, the Court 
of Customs and Patent Appeals held 
that the trade-mark of the Toledo 
Porcelain Enamel Products Co. is not 
registrable. 

The testimony indicated that the 
company applies finish to various 
products, some of which it manu- 
factures, some it purchases outright 
and still others it merely enamels 
with the finish for the owners. 


Koppers Account Split 


Koppers Seaboard Coke Co., Brook- 
lyn division, and Koppers Connecti- 
cut Coke Co., New Haven, have 
placed their accounts with Erwin, 
Wasey & Co., New York. 

Koppers Seaboard Coke Co., 
Kearny, N. J., has appointed N. W. 
Ayer & Son, Philadelphia. 


Organize New Agency 


H. G. McEndree, Louis A. Paeth, 
and David M. Vaughan have opened 
an agency at 23 E. Jackson Blvd., 
| Chicago, as McEndree, Paeth & 
Vaughan. 


Has Electrical Account 
William B. Sharp, Chicago agent, 
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is now handling the advertising of 
Atlas Electric Devices Co., Chicago. 


Business Papers 
Re-Elect Hansen 


The Chicago Business Papers Asso- 
ciation held its annual meeting at 
the City Club June 13 and re-elected 
D. J. Hansen, Domestic Engineering, 
president, as well as other officers 
and directors. W. R. Swartwout, 
Bakers’ Helper, is vice-president; J. 
Knight Willy, Hotel Monthly, treas- 
urer, and Robert R. Greig, secretary. 
The directors are H. H. Bede, Na- 
tional Real Estate Journal; K. L. 
Rice, Power Plant Engineering, and 
E. M. Murphy, Black Diamond. 

Samuel O. Dunn, chairman of the 
board, Simmons-Boardman Publish- 
ing Company, spoke on “What Indus- 
try Owes to Its Business Papers,” 
emphasizing the work which alert 
business publications can do to sup- 
port and expand markets for adver- 
tisers. 


Hoffman New Head 
of Milwaukee Club 


Harry G. Hoffman, United States 
Advertising Corp., was elected presi- 
dent of the Milwaukee Advertising 
Club at the annual meeting, succeed- 
ing Irwin Maier, Milwaukee Journal. 

Other officers include: Harold O. 
Leiser, Walter Booth Shoe Co., vice- 
president; John D. Heimick, Bulfin 
Printers, Inc., secretary; W. E. 
Schultz, Quality Envelope Co., treas- 
urer. 

Directors are Ross Coles, Ed. 
Schuster & Co.; Walter Haise, Rob- 
ert A. Johnston Co.; Al Gruenwald, 
Marshall & Ilsley Bank; Earl L. Fer- 
guson, Milwaukee Association of 
Commerce. 


Irradiated Yeast 
Used by Dairies 


Use of irradiated dry yeast for the 
production of milk rich in vitamin 
D, the anti-rachitic vitamin, is being 
fostered by Standard Brands, Inc., 
which has been granted exclusive 
rights to treat yeast in this man- 
ner by the Wisconsin Alumni Re- 
search Foundation. 

The product is shipped to licensed 
dairies for feeding to cows. 


Credit for Movie Fans 


Bill Slocum, owner of the Library 
Theater, Detroit, is operating a 
“charge account” system with suc- 
cess. Patrons who are known to him 
may sign a book at the box office 
and pay for their entertainment at 
the end of the month. 


E. S. Harvey with Wales 


Edward S. Harvey, formerly ac- 
count executive with Rudolph Guen- 
ther-Russell Law, Inc., is now with 
Wales Advertising Co., New York, 
and will conduct the radio depart- 
ment. 


Zenith Offers Novelty 


Watches with the name of a col- 
lege spelled out on the face instead 
of the customary numerals are being 
offered as graduation gifts by the 
Zenith Watch Co., New York. 


Silldorff With Basford 


H. C. Silldorff, formerly with W. 
L. Rickard & Co., has joined G. M. 
Basford Co., New York. 


UNDATED ORDER 
NEW PROBLEM 
FOR PUBLISHERS 


New York, June 17.—The growing 
competitive spirit among advertisers 
is giving newspaper publishers a 
new problem to settle. 

Several agencies have sent out or- 
ders recently, substituting for the in- 
sertion date the remark, “To appear 
in the same issue with Blank’s copy,” 
Blank being the advertiser’s chief 
competitor. 

A large majority of the news- 
papers receiving such orders have 
written the agency or advertiser for 
a specific insertion date, on the 
ground that acceptance of the inser- 
tion as requested would be a viola- 
tion of ethics. 

A few publishers, on the other 
hand, have complied with the special 
request, on the ground that no par- 
ticular harm is done. 

Newspaper representatives in some 
cases have declined to transmit such 
orders to their publishers, taking 
the view that acceptance would con- 
stitute a breach of confidence. 

Representatives, incidentally, are 
having a few new battles of their 
own to fight. Competition for pa- 
pers is no less keen than the fight 
among advertisers for sales and a 
representative who finds business 
dull is in many cases passing his 
leisure by endeavoring to wrest a 
few papers away from contempora- 
ries. 


Station Liable 
For Utterances 


Of Speakers 


* 9% 


Lincoln, Neb,S June 15.—The 
owner of a broadcasting station may 
be held liable for defamatory, state- 
ments uttered by anyone broadcast- 
ing over the station’s facilities, a 
ruling of the state supreme court 
holds. 

In reversing the decision of a 
lower court in the case of C. A. 
Sorensen, attorney general, against 
Richard F. Wood and the KFAB 
Broadcasting Co., Lincoln, the su- 
preme court held that the defense 
of the station that it is a common 
carrier within the meaning of the 
Interstate Commerce Act was _ in- 
valid. 

It further held that when libelous 
words are broadcast with the con- 
sent of the broadcasting station, the 
reader and the owner unite in pub- 
lication of a libel and may be joined 
as defendants. 


Chicago Coal Yard 
Owners Organize 


Chicago Associated Coal Yard 
Owners have opened offices in the 
Pure Oil Bldg., and have appointed 
Cc. S. Clark, former director of edu- 
cational activities for the National 
Confectioners’ Association, as execu- 
tive secretary. 

Plans for co-operative newspaper 
and radio advertising are being con- 
sidered. 


Moltuser with Journal 


Ernest Hoftyzer, director of adver- 
tising for the Boston Record, has 
joined the New York Evening Jour- 
nal, succeeding Edward Swasey, pub- 
lisher of the Journal for the past 
two years. Mr. Swasey will leave 
shortly for the West Coast, where he 
retains the representation of The 
American Weekly. 


Mitchell’s New Service 


Mitchell & Halliday, a business 
writing service, has been organized 
at 538 S. Dearborn St., Chicago, with 
Harley W. Mitchell and Stuart E. 
Halliday as principals. 


Daley Leaves Best 
Edward Daley has resigned as ad- 
vertising manager of Best & Co., 
New York department store, and has 


been succeeded by T. M. Goldsbor- 
ough. 
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VERTICAL HEAPING 


“Get the most out of every market!” 
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| Are you advertising to these families many times ............... and neglecting these equally desirable families? 


| lf your product is one that faye 


_ most families can use or enjoy, 
The Country Gentleman should 
be one of the first three maga- 


PLACES 10,000 AND OVER 


zines in your advertising plan | asss======E== 


THE COUNTRY GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 


is imperative. Lopsidedness is out. 

Vertical heaping is OUT. Vertical 
heaping means lopsided duplication of 
your advertising in congested districts. 
It means the sort of “list-building” that 
usually begins with a general or wom- 
an’s magazine — and keeps on adding 
similar magazines, regardless of qual- 
ity, which are delivered in the same 
neighborhoods. 

Money is eaten up so fast that nearby 
groups representing 40% of the na- 
tional sales total “can’t be afforded”— 
groups which are equally desirable and 
equally accessible. 

National horizontal list-building can 
bring your advertising to 1,700,000 
first-class families who derive their busi- 
ness, domestic and personal guidance 
from The Country Gentleman almost ex- 
clusively. 

Desirable? Seventy out of every hun- 

dred own homes. Accessible? Eighty-six 
per cent own motor cars. These figures 
are far higher than the national averages. 
_ These families, the best, most successful, in the 
market where 40% of retail sales originate, find 
that The Country Gentleman meets their needs as 
does no other magazine or group of magazines. 
It performs its separate function in so distin- 
guished a way that it stands out in their minds 
above and apart from all other publications. 

Sales quotas this year need the 40% of sales poten- 
tial represented by The Country Gentleman market. 


... Key to 40% of National Sales Potential 


THE CURTIS PUBLISHING COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 


ORIZONTAL ® 
(OVERING — 


Hasirs are due for a shake-up. Necessity commands. Ways to make money 
must be better than the old ways. | 


i —0 gS ee 
V 
ee ; : | 
P| 3 [ 
P aes he 
a os q me, 
\ . ww By 
ae lg eg’ 
-b \ —s g, , 
yoewet ot, \ - V » ope i 
\ee a BB vey ON ili: 
er 4 : BN ane 
(per n ee) “ s 
Wane Xf \ nine - Y ™ 
‘5 " paaliet ow 2D =e hee ‘ger eae eet 
{a Tae x i ” ons}, a4 7 be 4" a 
an i 
. e — a . 
% — i— yy =a 
€ — et 
LY, <x 
ADs ’ ys a H 
} | FLY B pra od ras : 
a wae -,- s r 
vat” ey yas 
ae me | ee ers ® 
; at 3} 3s - _ 
“Ae en Se as Ny SY aie an 
ms ae Bray eS , Vises a wi 
° an) a aku - — 
; ’ Si = . ae 
ae fe =: ¥ A 1” 7 
: oo = ar 
4 er. Ei : ry ' j ¥ 
ak. ae bet * / . er 
pe - Le * qq : j 
' “etn> C2 ‘ . Aa - 
= DEANS oe r 4: 1 ge pammmmcors 
a fil \ << \ a ‘ et se 
ea § i NN a.) « \, +. cats ee 
eat vi; > a -, —= ‘ooo ree 
" , ps er ee gh om = Q ye me Fi 
“Geyer oe: 
SN ee % ae ‘ s Siesta > 7 
=" . \\ ¥ ee w= ——— | RY rat, Be a 
a m “ oP eo . = { ae 
y LF a ype haces 
i iO > ie ie 
am So og ——__ ae ee 
Tt. an Me A eS — Zz 
P Lasa <* >) a 2 4 7 
we, the’ ra ¢ 4 
nn aa) A SY ng 4 4 
" “i AX NIE at a _ IR er aie ee ee ee ‘ 
se LK \ YE \e Oe ’ ha PE eth be sg, eee ae ee a ao ae = 
Sf oe ae ee aes SS ie eee Pg ost 7 
wy ; pen, fi o . ote Pe ae ? oe Fi 
spac /f/L/,/ 3 ‘ a WY p ge " en eo Micmaet ‘ ~~. sistas sf = 
— a— PE Te iat ln, . 
re ome : 7 — et ; 

ii > Bl af Pes, TH ; eT oe ; 

a PM sre 7N\ a Ge ¢ Ess nt a) if Vee BS “ ere sh 
SS po'"\ oy? \\\yZe ie (a “ee i Bare -> Tg Lae 
ua ¥ Moan” [gts X YAN “ — fee, Ve ; = . - 8 as ? nee 
} we be VISE , ae. ety : CHER ES ae Weed a aR aS : 

;. 2 ase . oe (= =, a ae 8 bees z Sead LW fe a { oe a acadin. ters Mei 39 ie 
ss aa = ‘ SR Py Rha eS Bs} br new ea ne pars Sree wy” 7 =e Re hve 
y CS ot, Ves Bayer p irs 2 dé 7s i . =e See 
4 > CA pees 7 a 4 me * ‘ <4 Fe ae : ; Porte sth ; <u: } a s eae . ’ a ae : 
, able, - = ~ Pa ray ZZ ~ \, had - o£ . at im. — we ¢ 3s = 7 an aoa 
Nececsseeen7DN es bs ren. = 4 i % -~ ” ¥, y eat =. a oe ee ne 
| ‘ . 4 at > ge k \ ‘t, % ce ¥ 7 OT tn ea , wor Rae | s ae 
en a ‘ey A Sate ~~. pars Sey La He ee S nS, Ri |S af ia A 
| Cc \aer* dl me et 5 as ee F \» a ee ooh ia “ahi, oj 
Van \ a SEN can tts ' 33 ag Rat ale ae, | fs : 
: ‘ 2 ¥ SL <a PR aes N d nae ~ Lae Fz f - - 
} Ate SS + Oe CE - ~~ iia Mal 7 4, Oe paces) 
' Weta Y atc. ee ot On ; ; a say 5 P| ; Wik SSS wes] ey 
S WS sate a BOK RUN SEZ aK N yy "Se | | fieeescie A ba A sg Been: 
RA aN BM SOS FEN Ry NI a eer, ——— "| / eae 

H shy 1's wt ie” ? SS ies Prag \ W re ss a” : a ———— = my —2 oa 4 Ve ae eee 

' i 2 pS — < “— ah.) - ato = in Lh a i ee nn a p “= eS ry ay Bie, et ct 

i i [lr en < “ a Sa 47 ae | \ : o = . I a Aa - a iA jon 4 4g ona sey 
i wee <i h = - “ ae ' ' = , @ : ‘ 

i a ne sm ri ‘ea — Nis i, = hu aa oe Bt Xs ; he 
ic pc a) Bae r. Sieg E ; At , Wi — “ae lap: == * TRAE 

Ut [ Vj ye Rn wl J ; Pas, Sr a OX ei Se. ee iat ene i A at : 

| Pct y fi oy en pat C2 ae . re | 4 ~<—— eee | Pe - - ea SS : et 

po OS 0 Se Sl ek OR Re) , th Lae aaa 
| : moe Me ASS ee Oy jeer we SNe Ne 3 ES > / SSF Pee ie ee 
ws ee feo=5 gi ofS yet -— tee . Mer ee. Ie) & oats death ‘ J, Sar" te ae ; 
| yrs > ww VS) ~ “ee a <3 9 eS he ae ee bo / "€: . SS eau | 
we MA Se ee NN OD Sate Oa) 7, ee i alae 
" \ —< » ~.! See x at — . . > ee 4eh TGP , 
| See . 717 SOR eee b Un oe, ae 
| 7 aN AS2, i as ‘ A { » ” - ZO es, SR. 4 Ly An 4 : ore 
| : < RSS v A < ve 3 . v .f tts 

| . ©®Seeas | a A IN a Wis Pia BE a 

me Fs : : 3 fies , fia, x a y em y * a ae 

| ‘f ay a SS i » a ‘ - eel B A) Me big : ig Sa yt ~ A ; ee a a 

. el > be Pd HENS : d 1 ae § ws a ow. + . a ! ee ‘ ‘ 

| i: 7 : way GU < Rah et ag al Kw Ne tx , Lex ¢ 4 4 “ Pe, # . Ve ‘J = _ 0 ee 
oe. | oh WK Skt yy Maran Wars kay AAW Sa LS ae aa 
a. ‘i ax S ANZA ay a, Sal N A 2 iY Z $ YW of \g <a. ‘2 oN : Lhe Eras re. : ss : y 
Le Lang : ENG yak: 7d A». \¥ US >> “eae, ae ; 
5. ay PN \ a hy ; z Nal "ME 4 ll ~~ s 7 NQF i5 Py, oe a yi, eS ‘ ‘ 

Ce > Ee d TAS >: A hor - -.. > WO i 5 ae ; 
<a “é 5 KANO ~ enor D>. oa . eed, 13 A / 4 LZ, PEGG - is 
Fa a \ Ss — ~~ : ee oe vt >< , a & ; Sd A . 

| 4 & > le ee ae tee Ra ae ‘ aa Y ND: hg Se a AN 
> ome - S| ' ag ae ee -_—~ \ “ae, e / . he <i>, ME Te Le i " 
a we ‘Otte é ie a = = Ye  yggigeg 

| ~ “=. fy tf ‘ ~~ Sr / ) ‘3 Pe oo Se <i ema 

| 

i 

so a ee AY 
R ADVERTISING - WITH” 
Saves OPPORTUNITY = : es 
PLACES UNDER 10.000 ' c ‘a 
: “« NATIONAL RETAIL PURCHASES 60 Hi = 
: : : 
3 : ; 25.6 MAGAZINE A 44 Fa : 
i 4 x 
H ; 
4 : 21.5% MAGAZINE B “8.5 ; 
5 ; : : 
\° The € NURY GENTLEMAN 26.1 : f 
3 ‘ 3 
i ; 
WR The COUNTRY GENTLEMAN plus A 3 
H H 
: . 7 
ey The COUNTRY GENTLEMAN plus Bo S7 : 
i i we EN TLEMAN pila AaB 44 
RECT TTS URI St S 
pe. Pe arc la aa ori aM rhe > ara ie A Mn Ne ee : ng Bi ONS Re 2 ii ee oo 8, ie rr rr PM Eigse 5 gee Pe Reg ha a on \ ee rN en es oa rr 
BE NS Be Ne men ale Cees me Weegee Fe ST ICRI aC Te eae eo ee ns go ts ee Pepe se ae 
: ee Ee ee ay ek Nh ee : ; ; per Cte at: rire met SRE Bah alle sa a eae is Sigh OMe eugene : 1 GPERSE TE SSmeONte a oh Sn piace fet eT TNRS eg 
EE ERT ade ately eR ER oer ae ve SS) 1771 geo ee ee CN ace a eta eae RRC ed Spt Ey Ce Rey, once rae ok eR eh RIES Sol ang i ee eS ME hs ee eee 
ee eh SOSH weeds, enc Rh .” Fg eal Sc ice ae OP i hc UE cee a EE sla gl a 
a Sea ee rica as, aa Se en eR aie 5 peter Pere be ia Gere hi MM ge eS RR 
7 Sonne Tc, Go resem oo ee RE tg Rr < cp a RS bee ee co 2 a Bt MSY A = Yaa recep aN Gna 7 Sar Oe a Fane a a ee EO 8 ae Se ak Se a a ee ene 5, gra Ae ele aera oe Meer ke oe 
eg ae fe BBO TA ERAT a el UO RO RARE aD Sec, eae ye oh a Cae a 0 Ae a sy SET EE eS caer eM ete gs oy ce a phocmeantte Gh i 7-1 Pag ae ee 
OER eo EI 0 TORRES aga MMOS ep ccey te eraser) Te aaa) 5 on ot AT nee ae ea eR RECON A) mee Cerny eS cei Uk eeainen oo... eee 


ADVERTISING AGE 


June 18, 1932 


Our Distribution 
Costs Are 


Scandalous ! 


By 
WILLIAM R. JOHNSTON 


Copyright 1932, U. S, A. 


Chicago, June 16.—Scientific man 
agement in the plant, shop and fac 
tory has taught industry 


country how to produce goods eco 


This is the second of a series of fifty-two 
articles directed to manufacturers who 
have plants, policies, products and pur- 
poses and who are willing to work. 


in this| 


FLOWERS THAT 
KILL,’ IS MYSTIC 
FLY-TOX THEME 


Toledo, O., June 17.—**Flowers that 
kill” is the seductive, yet terrifying 


-| appeal of the new Fly-Tox campaign 


being released on a staggered sched- 
ule in ten women’s magazines and 
200 newspapers by the Miller Agency 
Company for Rex Spray Corporation. 
The new copy, prepared by Claude 
C. Hopkins, proved unpopular with 
salesmen and men generally, in ad- 
vance tests, but uniformly popular 
with women to whom it was sub- 
mitted. 

Heretofore the appeal was based 
on the fatal effect of Fly-Tox, where- 
as the new copy features the un- 
usual idea that flowers, usually most 
friendly to insects, have among them 
one species that actually kills both 
flies and mosquitoes. 

Neither the newspaper nor maga- 
zine advertisements are illustrated. 

Dealer response to the new cam- 
paign in actual orders is reported 
satisfactory, although the more gen- 
teel type of copy- being used is the 
exact reverse of the present trend 
toward bold and brutal type effects. 


nomically. When it comes to dis- 
tributing those same goods, the cost 
As a nation we spend 
nearly one-third of the entire na- 


is scandalous! 


tional income in marketing the prod 
ucts our factories turn out. 
of 


niture, 
from the manufacturer 


billion buys nothing that is needed 


is wasted. 


These wastes can be spotted and 


removed! 


I can show you how a large num- 
ber of business concerns have tied 
how they 
have succeeded in getting a bigger 
orders 
than they formerly got, how they 
have made good friends and cus- 
tomers of jobbers and retailers who 
I can 
you how to overcome your 
competition that has seemed always 


their customers closer, 


share of their customer's 


formerly couldn’t be sold. 
show 


to have trumps for your aces. 
You Are Invited 


If you want to be put in a position 
where you can open up new accounts 
that you have never been able to ob- 
tain before and hold them over a 


period of years; 


If you want to take old accounts 
from whom you have been getting 
only a part of the business, and get 
all and hold it over a period of 


years; 


If slow-moving merchandise on 
the shelves of your customers stands 


in the path of your salesmen; 


If you want to be independent of 
the whims, shortcomings, alibis and 
excuses of your sales organization, 
you are invited to learn the facts 
about the kind of aid, information 
and advice I am ready and able to 
invitation 
with the assurance that it involves 
no obligation of any kind on your 


give you. Accept this 


part. 


These are not easy days for busi- 
Courage is at a premium. 
at a premium. 
Fighting spirit is at a premium, and 
genuine, helpful service was never 
worth more. To the business that 


ness. 


Common-sense is 


Goudy bold and Goudy lightface are 
used in headings, with “Fly-Tox 
Only” appearing in Kabel bold. 

The Rex Corporation reports some 
of its greatest gains in markets 


-| where a reaction has set in from the 
Think 


it—twenty-seven billion dollars 
every year to get our food, clothing, 
building materials, automobiles, fur- 
and other wanted articles 
into the 
hands of the men and women who 
buy them! Most of that twenty-seven 7 
1 Picks W. O. Grant 
Too much that might be invested in 
efforts that would produce dividends 


price appeal featured by certain com- 
petitors last year. 

The total circulation of publica- 
tions being used reaches 18,000,000. 


Dallas Ad League 


New officers of the Dallas Ad 
League are William O. Grant, Lone 
Star Gas Co., president; Will S. Hen- 
son, J. M. Colville & Son, and Wil- 
liam H. Stokes, Southwestern Bell 
Telephone Cv., vice-presidents; Pierre 
A. Fontaine, Janelli Advertising Serv- 
ice, secretary-treasurer; Sig Badt, 
Dallas Dispatch, vigilance director. 
Directors are Sid Dunken, Mag- 
nolia Petroleum Co.; Morelle K. Rat- 
cliffe, Ratcliffe Advertising Agency; 
Erle M. Racey, Tracy-Locke-Dawson, 
Inc.; Laurence R. Melton, Dallas Dis- 
patch; A. A. Weatherford, Powell- 
Johnson Co.; M. F. Larmer, General 
Electric Co.; Earl Y. Bateman, 
Dallas, and Charles B. Mills, retiring 
president. 


Local Sales of 


Candy Increase 


A tendency toward concentration 
of sales by candy manufacturers in 
their own states is indicated by the 
Department of Commerce survey of 
confectionery distribution in 1929-30. 

One-third of all candy marketed in 
the United States during 1930 was 
sold by manufacturers located in the 
states where the candy was con- 
sumed. 


Start New Paper 


on Automatic Vending 


Automatic Gazette, a semi-monthly 
tabloid devoted to vending in the 
amusement field, made its initial 
appearance June 15. 

Robert K. Gibbs is editor. C. L. 
Huntley, formerly with Coin Machine 
Journal and Walter D. Hildreth, for- 
merly with Billboard, are in charge 
of advertising. 


possesses these attributes I offer a 
sales plan that is no mere theory or 
bag of untested ideas. I offer a 
sales plan that time and again has 


General Motors Has 


proved itself a producer of profits. 


I shall be glad to show you how 
this plan can be applied to your 
business after I have had the oppor- 
tunity of analyzing your selling and 


merchandising problems. 


Executives of worth while manu- 
facturing and jobbing concerns are 
invited to send for my new book, 


“YOUR CUSTOMERS—To Hav 
and To Hold.” 


up. 


Wm. R. Johnston, President 

Sales Promotion Company, 

1441-1442 Merchandise Mart, 
Chicago, Illinois. 


There is no obliga- 
tion and no salesmen to follow it 


359,000 Stockholders 


General Motors Corporation had 
359,046 common and preferred stock- 
holders for the second quarter of 
1932, compared with 345,194 for the 
first quarter and 285,655 for the sec- 
ond quarter of 1931. 


This is the largest number of 
stockholders in the history of the 
corporation. 

e SS 
Now “Sealed Power” 


Piston Ring Co., Muskegon, Mich., 
has changed its name to Sealed 
Power Corp., following purchase of 
The Accuralite Co., Muskegon, manu- 
facturers of pistons, pins and cylin- 
der sleeves, with consequent broad- 


Advertisement 


ening of the line. 


WOMEN VOTED FOR THIS COPY 


Flowers 


All Flies or Mosquitoes with a 


Perfumed Mist 


that Kill 


Some years ago it was discovered that 
a certain field flower grown in Japan 
drove away winged insects. A ship- 
ment was sent to America for testing 
in a research laboratory. Here an ex- 
tract was made from the flowers and 
sprayed in a closed room filled with 
flies and mosquitoes, Every insect 
perished at its touch. 


Now that extract is the basis of Fly- 
Tox, developed at Mellon Institute of 
Industrial Research by Rex Research 
Fellowship. Ten years and over $100,- 
000 have been spent by us in perfect- 
ing it. 


Use Fly-Tox only, and always in a 
new-type Fly-Tox sprayer. Every lot 
is tested on flies in our laboratory. The 
efficiency is guaranteed, The odor is 
pleasant. the extra strength mekes it 


This Fly-Tox, used as directed, fills the 
room with a perfumed mist, at a cost 
of only 1 or 2 cents. That mist is 
harmless to people, stainless to any- 
thing. But every fly or mosquito that 
it touches dies at once. And they can’t 
escape it when the room is filled. 


These pests are deadly, for they carry 
the germs of over 30 diseases. They 
deposit those. germs on foods or in 
blood streams. Many thousands of 
children die every year from this 
cause. Fly-Tox rightly used, frees 
your home and keeps it free, in an 
easy, certain, economical way. Think 
what that means to you and yours. 


FLY-TOX ONLY 


A Rex Resea 


rch Product 


very economical. Use it because noth- 
ing is too good for the safety of your 
home. Go get it today—it’s sold every- 
where. Harmless to people. Stainless. 
Made bv the Makers of Moth-Tox. 


GOODRICH OFFERS 
AIRSHIP DISPLAY 


Akron, O., June 16.—Airship dis- 
play, a new form of outdoor adver- 
tising, will be announced next week 
by the Goodyear Tire & Rubber Co. 

Present facilities permit day and 
night coverage of the largest buying 
centers with a fleet of five 140-foot 
blimps. The service will be flexible, 
giving advertisers choice of markets 
and time. If the ships are operated 
in the five largest population ‘centers, 
the potential circulation will be 40,- 
000,000. 

The advertising messages will be 
displayed in 6-foot neon letters af- 
fixed to the sides of the ships at 
night and in 8-foot letters on sky 
banners by day. 

The medium is expected to have a 
special appeal in connection with 
local celebrations, fairs, conventions 
and sport events. It will also be 
recommended for selling drives and 
announcement campaigns on new 
models. 

Airship display advertisers may 
offer flying trips as contest prizes or 
dealer rewards, and may also use the 
ships to distribute samples by para- 
chutes. 


“Farm Journal” Appoints 
Riddle and Young 


“The Farm Journal, Philadelphia, 
has appointed Riddle & Young Co., 
as advertising representatives. 
Blanchard - Nichols-Coleman _ will 
continue to represent the publication 
in the south and on the Pacific coast. 


R. E. Ross Moves 


Raleigh E. Ross, vice-president of 
Mason Warner Co., Chicago, has be- 
come vice-president of Bauder-Baker, 
financial advertising, Chicago. The 
latter is handling the co-operative 
confidence-building campaigns of the 
Illinois and Indiana Bankers’ asso- 
ciations. 


Reinach to Kelvinator 


A. H. Reinach, former manager of 
the national users departmert of 
Frigidaire Corp., has been named 
manager of the new business depart- 
ment of Kelvinator Corp. 


Hubbard Starts Agency 


A. E. Hubbard, for ten years vice- 
president of Wimberly-Hubbard 
Agency, Fort Worth, Texas, has 
formed his own agency with offices 
in the Capps Bldg. 


Exporters Elect Mooney 

James D. Mooney, president of 
General Motors Export Co., has been 
elected president of American Manu- 


facturers Export Association. 


IMPRINTING OF 
POSTERS GAINS 


Terre Haute, Ind., June 16.—Na- 
tional advertisers are making a 
larger use of dealer imprints on post- 
ers for outdoor display than hereto- 
fore, as indicated by increased de- 
mand for imprint service. The need 
for a local tie-up with the retail 
source of supply is given as the rea- 
son for the growing use of poster 
imprints. 

W. Rex Bell, president of the 
Thomson Symon Company, which 
specializes in imprints and other 
short-run poster work, said that 
among the poster advertisers using 
dealer imprints are Chevrolet, Jant- 
zen Bathing Suits and Quality Bak- 
ers of America. Agencies especially 
are interested in this plan. 

The process used for the manufac- 
ture of short-run posters, imprints, 
window display material, etc., by the 
Thomson Symon Company is known 
as opaque printing. It is especially 
suitable for runs of 10 to 500. 


G. M. Divisions Merge 


The Armstrong Spring division of 
General Motors Corporation has been 
combined with Buick. General Mo- 
tors Radio Corporation, owned jointly 
by General Motors and Radio Cor- 
poration of America has been liqui- 
dated. 


Release Michigan Copy 


E. H. Brown Advertising Agency, 
Chicago, is releasing resort and 
travel copy for the Chambers of Com- 
merce of Crystal Falls, Ludington, 
and Muskegon, Mich., and Hayward, 
Wis. Middle west dailies are being 
used. 


Huntsman in New York 


R. F. R. Huntsman, former pub- 
lisher of Brooklyn Standard-Union, 
has formed R. F. R. Huntsman 
Corp., Woolworth Bldg., New York, 
specializing in foreign language 
press advertising. Arnold K. Isreeli 
is vice-president and Roger J. O’Don- 
nell secretary and treasurer. 


Futura Promotes Boyd 


David S. Boyd is now advertising 
director of the Futura Publications, 
Inc., New York, Movie Mirror and 
Love Mirror. He formerly was with 
Curtis Publishing Co., Butterick Pub- 
lishing Co., and The New Yorker. 


Ozite Cuts Prices 


The lowest prices in the history of 
the product have been announced to 
Ozite rug and carpet cushion deal- 
ers by Clinton Carpet Co., Chicago. 


List price on the 9x12 size is cut 
from $12.60 to $9.60. 


CHAOS FOLLOWS 
KANSAS CURB ON 
ITS UTILITIES 


New York, June 17.—Kansas’ fa- 
mous law prohibiting merchandis- 
ing by utilities has been a boom- 
erang, according to E. V. Reynolds, 
general manager of Electric Shop, 
Inc., Independence, Kan. Writing to 
Electrical Merchandising, Mr. Reyn- 
olds drew a sad picture of condi- 
tions in his state. 

“Business that formerly went to 
the utility and the small dealer now 
goes to drug stores, music houses, 
furniture stores, hardware stores, 
second-hand dealers and many mush- 
room concerns that sprung up, ex- 
pecting an avalanche of business,” 
he said. 

“At present we find a music store 
with an off brand electric refrigera- 
tor; a drug store with the cheapest 
possible cut-rate electrical devices 
that are a nuisance to use and op- 
erate; the plumber selling a $39 
radio and assuring the listener of 
distance, selectivity and _ colorful 
tone effect; a radio dealer selling 
washing machines and ironers; and 
the pitiful part of it is that none of 
them is really getting enough busi- 
ness to make a living and the mail 
order houses have grabbed the field. 


How Law Works 


“The stabilization afforded by the 
utility has gone and cut-throat com- 
petition runs wild with the small 
dealer in half a dozen different lines 
trying to compete with the mail or- 
der houses who have suddenly come 
into their own. 

“In the present chaotic state of 
the electrical appliance business no 
one is able to afford a service crew 
to repair and rejuvenate the thou- 
sands of these devices that are in 
the users’ homes. The utility can’t 
service them because the selling of 
even a repair part is against the 
law. The dealer can’t afford to main- 
tain a service organization. 

“Such being the case, the effect of 
the bill is to discommode the pub- 
lic, ruin the small dealer with cut- 
throat competition resulting in a 
much smaller gross sale of these ap- 
pliances to the detriment of the 
manufacturer and jobber, and ta 
leave the way open for more legisla- 
tion, better or worse.” 


Oldest Leonard 


Refrigerator Sought 


Leonard Refrigerator Co., Detroit, 
is offering a cash prize of $500 to 
the owner of the oldest Leonard in 
the United States, and new refrig- 
erators to the owners of the oldest 
in each distributor’s district. 

The plan, announced in a national 
campaign running through June, is 
expected to produce more than 500,- 
000 prospects. 


Devises Container 


With a Whistle 


Clyde L. Gilbert, Terre Haute, Ind., 
has patented a container which can 
be used as a whistle after its con- 
tents have been removed. 

American Licorice Co., Chicago, is 
planning to use the container on its 
penny candies. 


Lyons with Panther 


Burton Lyons, formerly secretary- 
treasurer of Albert Evans Advertis- 
ing Agency, Fort Worth, Texas, has 
joined Panther Oil & Grease Mfg. 
Co., Fort Worth. 


Advertise Beale Tours 


Beale Tours of Chicago, managers 
of railroad vacation tours, have 
placed their advertising with Hurja- 
Johnson-Huwen, Inc., Chicago. News- 
papers are being used. 


Start Official Organ 
The South Texas Chamber of Com- 
merce, which has just moved its 
offices from Corpus Christi to San 


Antonio, has begun publication of 
an official organ, South Teran, 
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We EASIEST WAY... 5v 


(THE CHILD REN (GEE, PA.) CAN'T | 
“pellicles EAT THIS OLD JUNK 
BREAKFAST ‘ 
Anymore!) Ito eat YOUR ~ ALL OUR BREAKFASTS 
ws BREAKFASTS ARE JUST THE SAME 


RS THE CHILDREN 
NEED A GOOD 
BREAKFAST TO 

GIVE THEM STRENGTH 


-WHAT SHALL | Do! 
Ray Pe oe 


(SEE MOTHER. IT SAYS ALL 
THE BOYS LIKE SUPREME 
BREAKFAST FLAKES BECAUSE 
THEY TASTE SO GOOD AND } 
BECAUSE THEY BUILD UP > 
STRENGTH SO YOU CAN BE 


A WINNING 
“—— ATHLETE 


MOTHER ,CAN'T WE HAVE THIS 
TOMORROW ?.. SUPREME 
fLAKES 
AWFULLY 
THE AD 
SAYS | 


— 


(YUM .YuM | 


aa 


|| (THERE'S BEEN A | - | NEVER SAW You 
|| {RUN ON THIS 4 a PEOPLE EAT SO 
ITEM -THESEARE] | | Sant two ay ven 
|| [HE Last TWO Ive} | packaGes 
| |PGoT IN-STOCK || [OF SUPREME] 
| auite/A\BOYs | | BREAKFAST! Bm 
|||} ARE l@~ a(KeeN LAKES iF 
||LEORK, atTHEM 
[omen § 
IN le 
} ‘ Many kinds of merchandise for family consumption can 
/ ’ be introduced into the oe pena gag SEF 
A Song} SOPRA / Z Vittles et ——— Rept od ape gh through the 
il rl 7 OPEN Roap ror Boys Macazine and other boys’ mag- 
\' L—. azines. 
aren 
BOSTON CHICAGO ROCHESTER LOS ANGELES 
E. A. Piller James T. Carr L. S$. GLEASON, Advertising Manager Paul F. Herrick Hallett E. Cole 
130 Newbury St. 307 N. Michigan Ave. 122 East 42nd Street, New York City 823 Powers Bldg. 846 So. Broadway 
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The National Board 
of Printing Types 


There is a refining point for the 


many type faces thrust upon 


Typography 
Usanidest the Advertising Industry in the 


last few years—and that point is your 
Advertising Typographer. Sponsoring 
as he hasthe National Board of Printing 
Types, the Advertising Industry has 
profited by the addition of many new 
type faces and the abandonment of 
many others not worthy of advertising 
usage. But be assured his supply of 
type faces will take care of all your 
needs if you use a member of the 


A. T. A® for your typographical work. 


*Members are located in Boston, Chicago, Dallas, Denver, Detroit, 
Indianapolis, New York, Philadelphia, Pittsburgh and Toronto, Can., 
with National Headquarters at 461 Eighth Ave. in New York City 


Advertising Typographers 
of America 


There is only one 
newspaper in the 


advertising field 


vW 


$1 a Year..52 Issues 


USE THE COUPON 


ADVERTISING AGE, 

537 S. Dearborn St., 

Chicago. 

You may enter my subscription for one year. 
$1 (check, currency, or money order). 


I enclose 


0 
ES ere 


No ee ckcen esnen wes 


a 


Minority of Agents 
For Restrictions on 


Radio Advertising 


Washington, D. C., June 17.— 
While advertising agencies are unan- 
imous in opposing the proposal to 
confine radio advertising to an an- 
nouncement of the name of the pro- 
gram sponsor, some favor some type 
of restriction. 


This was indicated by the Federal 
Radio Commission's report to the 
Senate last week, in compliance with 
the Couzens resolution. 

This report showed that only 6.55 
per cent of total broadcasting time 
is devoted to advertising. The larg- 
est percentage, 19, was found on 
stations of only 100 watts. 

The question propounded by the 
Commission was “whether it would 
be practicable and satisfactory to 
permit only the announcement of 
sponsorship of programs by persons 
or corporations.” 

Most of the agencies contented 
themselves with a negative. Others 
proposed substitutes for this restric- 
tion, asserting that the listener has 
the key in his own hands and adver- 
tisers, knowing this, are reducing ad- 
vertising content, or introducing it 
more skillfully. 


Would Limit Amount 


Said L. D. Wertheimer, president 
of the New York agency of that 
name: 

“The solution lies not in doing 
away with selling talk entirely, but 
in limiting and classifying the 
amount to be permitted.” 

H. H. Kynett, Aitkin-Kynett Co., 
Philadelphia, said the proposed plan 
would be unsatisfactory. 

“Bar over-statements, testimonials 
and the like from commercial an- 
nouncements,” he said, “and half the 
trouble is gone. Insist that commer- 
cial credits fit the atmosphere of the 
program and you will find that 
mighty few complaints will come in 
the mail. Censorship should follow 
a code formulated by broadcasters. 
One code should apply to all and 
enforcement should rest with the 
broadcasters, co-operating with the 
Federal Radio Commission.” 

Enno D. Winius, president, Anfen- 
ger Advertising Agency, St. Louis, 
favored a “hands-off” policy. 

“There is no doubt,” he added, 
“that some advertisers are overdoing 
the commercial parts of their pro- 
grams. There are probably millions 
of listeners who resent the amount 
of commercial talk on the air. 

“The big question is: Can legisla- 
tion or regulation correct such a sit- 
uation successfully? I think not. If 
commercial programs go on unregu- 
lated, the offending sponsor will be 
the principal sufferer.” 

“Make your radio selling effective, 
but keep it short,”’ was the advice of 
James M. Mathes, vice-president, N. 
W. Ayer & Son, Philadelphia. 

“Study radio as a medium. Re- 
member your admittance to the pros- 
pect’s home depends upon your abil- 
ity to entertain. Realize the spoken 
word is different from the written.” 


Hermes Draws Analogy 


Frank Hermes, Blackman Com- 
pany, New York, commented that 
the proposed restriction would be 
“like asking an advertiser to print a 
pretty picture and allowing him to 
add nothing but his name.” 

John L. Butler, president of the 
Philadelphia agency of that name, 
said advertisers must either be edu- 
cated or compelled to adopt a 
broader point of view on commercial 
announcements. 

He favors elimination of “a lot of 
small and disrupting stations where 
the open door policy of taking any- 
thing that is presented does real 
damage to the conscientious station 
which exercises some control over 
this phase of broadcasting.” 

M. A. Hollinshead, radio director, 
Campbell-Ewald Co., Detroit, be- 
lieves the question narrows down to 
one of skill in presenting the selling 


message so that it is not distasteful 
to the audience. 

Roy J. McKee, McKee & Allbright, 
Philadelphia, shared this view. 

“The question can be solved by 
making the advertising message as 
interesting as the entertainment,” he 
said, “by dramatizing it.” 

Thomas W. Davis, space buyer, 
Matteson-Fogarty-Jordan Co., Chi- 
cago, said commercial credits should 
be brought down to a minimum, but 
it is impossible to confine them to 
bare announcements of the sponsor's 
name. 

E. R. Goble, president, Stack-Goble 
Advertising Agency, Chicago, is 
“firmly convinced that commercial 
announcements at the beginning and 
end are sufficient.” Mr. Goble added 
this cryptic statement: 

“To cut into the middle of a pro- 
gram with a commercial credit is 
showmanship.” 

The majority opinion was. ex- 
pressed by Davis F. Crosier, Pedlar 
& Ryan, New York: “The listening 
public can and will decide the issue.” 


Seven Months’ 
Credit Offered 
To Hospitals 


Troy, N. Y., June 15.—Marvin-Neit- 
zel Corp., manufacturer of nurses’ 
uniforms and other hospital gar- 
ments, is announcing the inaugura- 
tion of a seven months’ credit policy 
to hospitals making purchases before 
Sept. 1 in copy in Hospital Manage- 
ment, Hospital Progress, and The 
Modern Hospital. 

Asserting that an _ investigation 
made by R. P. Neitzel, president of 
the company, in conjunction with 
hospital executives throughout the 
country reveals a great need for 
nurses’ apparel and other hospital 
garments, the copy continues: 

“In active proof of our confidence 
in our nation and its hospitals, we 
are immediately placing $1,000,000 
credit at the disposal of the hospi- 
tals of the United States. 

“Hospitals cannot buy until 
finances permit, yet they suffer in 
efficiency and in the regard of their 
patrons through this woeful lack of 
suitable equipment. 

“We, therefore, ask accredited hos- 
pitals to inform us of their needs. 
We shall quote them lowest possible 
prices in accordance with their spec- 
ifications, and, on all orders placed 
by them, with credit request, before 
Sept. 1, we shall allow a_ seven 
months’ dating. This credit makes it 
possible to purchase without borrow- 
ing, while keeping within the cur- 
rent year’s budget.” 

Byron G. Moon Co., Troy, handles 
the account. 


N.1. A. A. to Receive 


Chicago Invitation 


National Industrial Advertisers’ 
Association will be invited to hold its 
1933 meeting in Chicago, Engineer- 
ing Advertisers’ Assn., Chicago, de- 
cided at its annual meeting June 13. 

W. I. Brockson, Steel Sales, Inc., 
was elected president, succeeding 
Herbert F. Stoetzel, Republic Flow 
Meters Co. 

Other officers: Vice-president, Milo 
E. Smith, Chicago Bridge & Iron 
Works; secretary, A. DeYoung, Whit- 
ing Corp.; treasurer, E. J. Patton, 
Stephens-Adamson Mfg. Co.; direc- 
tors, L. McLouth, Sauerman Bros.; 
Harry L. Delander, Crane Co.; Wil- 
mer T. Cordes, American Steel & 
Wire Co.; George C. Williams, North- 
west Engineering Co.; Keith Evans, 
Jos. T. Ryerson & Son; C. L. Has- 
kins, National Petroleum News. 


Nazare Promoted 


Francois Nazare has been appoint- 
ed general manager of Dorothy 
Gray, New York. James W. New- 


man continues as sales manager. 


RE-ELECTED 


Mrs. Pauline B. Peters 


Philadelphia, Pa., June 17.—Mrs. 
Pauline B. Peters will begin her sec- 
ond term as president of the Phila- 
delphia Club of Advertising Women 
July 1, as a result of the club’s an- 
nual meeting. 

Nan M. Collins, Roland G. E. UIl- 
man Agency, was re-elected vice- 
president. Other officers: 

Clare V. Fey, Stewart-Jordan Co., 
treasurer; Ruth Hogeland, Country 
Gentleman, corresponding secretary; 
Elsie Weaver, Thos. A. Royal & Co., 
recording secretary. 

Directors are Edith Ellsworth, 
Ethel Jefferson, Margaret Lukes and 
Edna Hill Mason. 


Hotel Gibson Is 
Making Checks Sell 


Hotel Gibson, Cincinnati, makes its 
checks do a selling job. It encloses 
a notice which reads in part: 

“The money represented by this 
check is sent to you in payment of 
satisfactory merchandise or service 
rendered us. We received it from 
our guests for service to them in 
rooms, restaurants and other depart- 
ments. 

“You can help us increase the size 
of our checks to you by sending your 
friends and salesmen to us as room 
guests, by patronizing our restau- 
rants yourself and by exerting your 
influence to direct to us luncheons, 
dinners, private parties, dances and 
conventions.” 


Luden’s to Expand 


Fall Appropriation 


Luden’s, Inc., Philadelphia, will in- 
crease its fall and winter appropria- 
tion for newspaper advertising 500 
per cent, Charles H. Eyes, president, 
Richard A. Foley Advertising Agency, 
announced. 

The campaign will be the largest 
in the company’s history. 


Gale & Pietsch Still 
Silent Glow Agency 


The appointment of Charles W. 
Hoyt Company, New York, to handle 
the advertising of Silent Glow Oil 
Burner Corporation, as reported by 
ADVERTISING AGE, applies in the East. 

Gale & Pietsch, Chicago, continue 
to handle Western Silent Glow adver- 
tising. 


Blood Forms Company 

Wallace B. Blood, former manager 
of the sales extension division of 
Ketterlinus, Philadelphia, has estab- 
lished a direct mail, merchandising 
and printing service at 40 E. 49th 
St., New York. Roland D. Doane is 
vice-president. 


Bott Moves Offices 


The Bott Advertising Agency, Lit- 
tle Rock, Ark., has moved to larger 
quarters in the Donaghey Building. 


Envelope Makers Merge 

Pittsburgh Envelope Co. and the 
Pittsburgh plant of the Standard En- 
velope Mfg. Co. have merged as 
Pittsburgh-Standard Envelope Co. 


H. M. Bicknell Dies 


Henry Martin Bicknell, 68, since 
1896 controller of the New York 


American and New York Journal, 
died June 12. 
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cA complete new procedure 


in institutional food marketing— 


™ FOOD SERVICE 
RESEARCH BUREAU 


of the Ahrens Publications 


BRIEFLY 


Here is what it is— 


How 


The Food Service Research Bureau has been created by the Ahrens 
Publishing Company, Incorporated, to offer new and much-needed food 
preparation services to hotels, restaurants, hospitals, schools, and all 
kinds of quantity food service units (215,000 in the United States). 
These services will originate in a model Perfecting Kitchen and a 
large Conference and Class Room now being completed in the new 
Ahrens publishing home, the ninth floor of the Daily News Building, 
New York. 

The manner in which this is being done, the field it covers, the 
contacts it develops make the Food Service Research Bureau a factor 
which can’t be overlooked by any quantity food merchandiser. 


will work be done? 
A Staff of Food Technicians 


is now being appointed. It consists of a graduate dietitian, a graduate 
home economics specialist, and two well-known, practical chefs. They 
will carry through food experimental projects under the direction 
of the Ahrens Publishing Company, Inc., and with the guidance of 
The Advisory Committee 
made up of the officers of ten leading food associations. Reports on 
the projects will be turned over to 
The Secretary 
J. O. Dahl, Food Editor of Ahrens Publications. 
all test results, new recipes, etc., and refer them to 
12 Institutional Consultants 
one of which is in each of twelve divisions of the quantity food service 
field. In the hands of these consultants every test result and new 
recipe developed is put through a thorough practical usage test. Passing 
= the product receives the tested and approved insignia of the 
ureau. 

Two hundred leading institutions have already arranged to make 

tests under the Food Service Research Bureau. 


He will tabulate 


What are the Bureau’s Functions? 


5. Answer food in- 
quiries 

6. Issue educational 
food literature for 
12 groups 


9. Supervise food 
photography 

10. Prepare “What’s 
New” food items 

11. Edit “Food Market 


1. Operate Perfecting 
Kitchen 


2. Make food tests 
3. Give food demon- 


strations ; News” : 
7. a euespeee 12. Arrange recipe 
4. Conduct food P contests 
courses 8. Make food surveys 13. Review food books 
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A SURVEY OF INSTITUTIONAL FOOD MARKETS 
one of the real needs of food manufacturers 


The first definite project launched by 
the Food Service Research Bureau will 
be a national survey and analysis of 
wholesale food distribution as affecting 
hotels, restaurants, hospitals, clubs and 
other quantity food outlets. Such a pro- 
ject is one of the most drastic needs of 
food manufacturers today. 


The Ahrens survey under Bureau super- 
vision will be all-inclusive, specific and 
fact-finding. It will be completed during 
the next 60 days by a staff of trained in- 
vestigators. 


It will be done on a fee basis for not 
less than five or more than ten food manu- 
facturers. Every one of the 187 wholesale 
groceries rated at $200,000 or over located 
east of the Rockies will be personally 
visited by an experienced research man. 
The far western states will be covered by 
a comprehensive mail questionnaire. 


This research survey will for the first 
time bring out the true facts concerning 
buying conditions, preferences affecting 
private and national brands, quality, price 
consideration, credits, payments, direct 
and indirect purchasing methods. 


This whole matter is approached with 


two definite things in mind: First, one- 
fifth of all food consumed in the United 
States is sold through institutions; and 
second, that the focal point in this 
enormous market is the wholesale grocer 
and his contract department. 


This survey will determine accurately 
how the food manufacturer and packer 
can more effectively and economically 
merchandise his products through the 
wholesale grocer. 


The Food Service Research Bureau pro- 
gram includes many other factors besides the 
Food Survey. A Fall Food Profits Show is 
already under way. Institutional Food 
courses are completely planned. Preliminary 
work on a new publication “Food Market 
News” is finished. Contests will be held, 
Quantity Recipes will be scientifically devel- 
oped, a new advertising copy service depart- 


ment will be available in the Fall. 


Food manufacturers interested in participat- 
ing in the Food Survey, and desiring to take 
advantage of the other opportunities offered 
by the Food Service Research Bureau should 
communicate with us immediately. 


= = 


222 East 42nd Street, New York 
HOTEL MANAGEMENT 


Ahrens Publishing Company, Inc 


333 N. Michigan Ave., Chicago 
HOTEL WORLD-REVIEW RESTAURANT MANAGEMENT 


INSTITUTIONAL JOBBER GEHRING TRAVEL GUIDE 
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1600 Walnut Street, Philadelphia 
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Government 
Reports 


The following documents may be 
secured from the Superintendent of 
Documents, Government Printing 
Office, Washington, D. C.: 

Fifteenth census of the United 
States, construction industry, State 
series, Delaware. 1932. 23 pages. 
(Census Bureau.) 10c. 

Fifteenth census of the United 
States, construction industry, State 
series, Missouri. 1932. 37 pages. 
(Census Bureau.) 10c. 

Gives tables showing number and 


salaries of proprietors, firm mem- 
bers, and salaried employees, 1929, 
wage earners, by months, and wages 
paid during 1929, expenditures of re- 
porting establishments, 1929, etc. 


Census of Manufactures 


Fifteenth census of the United 
States, manufactures, 1929, industry 
series, copper, tin, and sheet-iron 
work, including galvanized-iron 
work, not elsewhere classified, elec- 
troplating, fire extinguishers, chemi- 
cal, gas and electric fixtures, lamps, 
lanterns, and _ reflectors, stamped 
ware, enameled ware, and metal 
stamping, enameling, japanning and 
lacquering. 1932. 19 pages. (Cen- 
sus Bureau.) 10c. 

Preliminary reports for the fire ex- 
tinguishers, gas and electric fixtures, 


and stamped and enameled ware in- 
dustries were issued on Aug. 23, Dec. 
19, and Dec. 3, 1930, respectively. 
The present report gives complete 
production statistics in detail for 
these industries, together with cer- 
tain general statistics for all of the 
industries. 


Census of Occupations 


Fifteenth census of the United 
States, 1930: Occupation statistics, 
Connecticut. 1932. 45 pages. (Cen- 
sus Bureau.) 10c. 

Fifteenth census of the United 
States, 1930: Occupation statistics, 
Oklahoma. 1932. 33 pages. (Cen- 
sus Bureau.) 10c. 

Covers sex and occupation of gain- 
ful workers, color and nativity of 
gainful workers, age of gainful work- 


ers, males and females in selected 
occupations, ete. 


Census of Population 


Fifteenth census of the United 
States, 1930: Population bulletin, 
families, Utah. 1932. 22 pages. (Cen- 
sus Bureau.) 10c. 

Covers families classified by color 
and nativity of head, tenure of home, 
value or monthly rental of nonfarm 
homes, size of family, employment 
status of homemaker, dwellings and 
families, ete. 


New Account for Frank 


Patterson Williams Mfg. Co., San 
Jose, Cal., play and garden equip- 
ment, have placed their account with 
the San Francisco office of Albert 
Frank & Co. 


reading. 


News carries the urge for immediate con- 
sumption — everybody wants to know what is 
going on affecting his business, his friends and his 
competitors — and takes the shortest and most 
convenient route to the acquirement of that 


information. 


That is why keen observers frequently say, 
“ADVERTISING AGE is read immediately on 
receipt by national advertising executives.” 


The situation was well phrased by the pub- 
lishing director of one of the outstanding magazine 
successes of the day, who recently wrote: 


“The newsy Spaeones and concise features of 

E are constantly being called 
to my attention by important advertising men who 
say that it is the one advertising trade paper that 
they usually go through before filing it ‘for future 


ADVERTISING A 


reference.’ ” 


The [fact that [ADVERTISING AGE lis read 
seven constitutes a[promotional oppor- 
1 {those who have a sales story for the 


before it is 
tunity for a 


Advertising Age 
Is Read 
Before It is Filed! 


The news content of ADVERTISING AGE 
insures not only a reading, but an immediate 


*, 


national advertising field. 


Advertising Age 


537 S. Dearborn St. 
Chicago 


Graybar Building 
New York 


14 COMMERCIAL 
FORD EXHIBITS 
START JUNE 18 


Detroit, Mich., June 17.—The trend 
towards individual national shows by 
automotive manufacturers again will 
manifest itself when the Ford Com- 
mercial Exhibit opens in 14 principal 
cities for a week, starting June 18. 
New truck and commercial car units 
will be introduced. 

The Armory in Chicago and the 
Bell Telephone Building in Kansas 
City will supplement Ford commer- 
cial car buildings in other cities. 

In addition, every Ford dealer in 
the country will offer a special dis- 
play of commercial cars and trucks 
during the week. 

The Ford company, itself, through 
N. W. Ayer & Son, will place exten- 
sive newspaper advertising in the 14 
trading areas. Elsewhere dealers 
will use newspaper advertising sug- 
gestions furnished by the company. 

The shows will be held in New 
York, Philadelphia, Detroit, San 
Francisco, Los Angeles, Buffalo, 
Cleveland, Dallas, St. Louis, Seattle, 
Boston and Minneapolis, in addition 
to Chicago and Kansas City. 

Ford used full pages in the 14 
cities this week to call attention to 
“New Ford Trucks” at “New Low 
Prices” and with “New Economy.” 
Twenty-five important features of in- 
terest to truck owners were listed. 

A parts display will be held in con- 
junction with the commercial ex- 
hibits. 


Dundon President of 
Ohio Outdoor Men 


Arthur Dundon, Alliance, was 
elected president of the Outdoor Ad- 
vertising Association of Ohio at the 
annual. meeting. T. R. Sammons, 
Manfield, was made vice-president 
and Edwin R. Lewis, Bucyrus, secre- 
tary-treasurer. 

Directors are George Chennell, Co- 
lumbus; B. C. Conner, Canton; W. L. 
Denney, Chillicothe; S. L. Ghaster, 
Fostoria; W. M. Goodwin, Hamilton, 
and Paul W. Lewis, Marion. 


Drug Store Would 
Handle Beer, Wine 


It is not enough for drug stores to 
be selling bathing caps, five-year cal- 
endars and 35-cent luncheons, in the 
opinion of two New York operators. 

They have just taken a drug store 
lease providing for the sale of beer 
and wine, “if legal.” 


Appoints Schwab & Beatty 


Dura Company, Toledo, O., metal 
automobile accessories, has placed its 
advertising with Schwab & Beatty, 
Inc., New York. The company is de- 
veloping a new line of metal art 
products. 


Cleveland Fire Filmed 


Insurance companies have been 
busily engaged in filming the ruins 
of the Ellington Apartments, Cleve- 
land, for use in advertising and pro- 
motion. 


Sun Retains Thomas 


Lowell Thomas, whose news broad- 
casts for The Literary Digest have 
become an outstanding radio offer- 
ing, is being featured by The Sun Oil 
Co. in a new series. 


Stretch to “American” 


Harold Stretch, of the Detroit 
Times, has returned to the New York 
American, succeeding Stuart Schuy- 
ler, advertising director, resigned. 


Show for Used Cars 


A used car show will be held at 
Detroit June 23-30. All leading 
makes will be shown, William J. 
Cusick, managing director, said. 


Kistenmacher with French 


Charles F. Kistenmacher, former 
assistant publicity manager of the 
St. Louis Globe-Democrat, has joined 
Oakleigh R. French, St. Louis 
agency, as account executive. 


eee 


June 
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A MILLION 


WOMEN 


WITH 


MILLION S 


¥ <a SPEND 


You can't talk depression 
to the young woman 


Thousands of letters a 
month pour into our serv- 
ice department editors re- 
vealing a reader interes! 
and confidence that few 
magazines enjoy. 


The bugaboo of depression may frighten 
the middle-aged woman into saving . . . but 
not the young woman! 

Her wants are as many . . . as diversified 
. . . as vital to her happiness today as they 
ever were. ‘l'o her the future paints itself in 
gold and silver . . . so why wait? So long as 
she earns . . . she spends . . . for the things 
she wants. Cosmetics, cigarettes, clothes, thea- 
tre tickets, are on her daily shopping list if she 
is among the younger young women . . . fur- 
niture, curtains, kitchen ware, baby clothes, 
electric refrigerators and even cars if she is 
among the older young women group. 

In either case the combination is perfect 
for sales . . . wants, and wages to meet them. 


Few young women are among the unemployed 
today. 


HOLLYwooD} 


Every magazine in this Group is a 
seasoned publication. Hollywood was 
established in 1911. True Confessions 
in 1922, Screen Play in 1925. And 
Screen Book in 1928, 


1,000,000 Guaranteed 
Circulation 


And . . . a million of these young, mod- 
ern, active, wanting young women are readers 
of the Fawcett Women’s Group. Every 
month they spend $100,000.00 in cash at the 
news stands for their favorite magazines . . 
Screen Book, Screen Play, Hollywood and 
‘True Confessions. 


rue > 
Tonfessions | | 


Om 
F 
) 


Out of 77 magazines re- 
ported in Advertising Age 
(Jan, 23, 1932), TRUE CON- 
FESSIONS was one of eight 
showing a gain in advertis- 
ing in 1931 over 1930. 


Without resorting to big cash prize contests, premiums or other lures, The 
Fawcett Women’s Group has won and held the most discriminating audi- 
ence in the world purely by quality and value. With more than 95% news 
stand sales, our million guaranteed circulation has been built on reader 
interest and confidence alone. 


$100,000.00 a month . . . and it’s only a 
tiny fraction of what they spend for other pur- 
chases daily. 

Truly . . . this is a golden field for the 
advertiser of products that young women want. 
A million women with millions to spend. 


* + 


Lowest rate in the field — 
$1.70 per page per 1,000 


Never before has it been so necessary to 
reach “buying” prospects . .. never has it 
been so necessary that it be done at minimum 
cost. And Fawcett Women’s Group meets the 
demand with a new low price in the million cir- 
culation field . . . $1.70 per page per thousand. 

For test copy . . . or for a sustained cam- 
paign . . . on any feminine product it offers 
an opportunity unique in its economy and ex- 
traordinary in its returns per dollar invested. 
For years ‘the unusual results received by mail- 
order advertisers in this group have guaranteed 


New York 


52 Vanderbilt 
Phone Murray Hill 2-1555 


San Francisco 


Simpson-Reilly 
1625 Russ Bldg. 
Phone Douglas 4994 


ALSO PUBLISHERS OF MODERN MECHANIX AND 
DETECTIVE ADVENTURES, 


INVENTIONS, MECHANICAL PACKAGE MAGAZINE 
BATTLE STORIES, TRIPLE-X, AMATEUR GOLFER AND SPORTSMAN AND OTHER MAGAZINES 


Los Angeles 
Simpson-Reilly 
1206 S. Maple Ave. 
Phone Prospect 5775 


Chicago 
35 E. Wacker Drive 
Phone State 2955 


STARTLING 


its benefits to publicity accounts. Today some 
of the largest national advertisers are discover- 
ing its remarkable advantages and are running 
page copy in every issue. Note some of our 
recent copies. 

If you are ready to try new fields for new 
business . . . get the complete story of Faw- 
cett Women’s Group. <A copy is ready for you 
upon receipt of the coupon below, or call any 
of our offices by phone: 


> 


FAWCETT. 


WOMENS GROUP, 


FAWCETT PUBLICATIONS, INC. 
529 South Seventh Street, Minneapolis. 


We're always interested in putting our advertising money where it will 
bring the best returns, so send us your booklet— 


“A MILLION WOMEN 


WITH MILLIONS TO SPEND” 
to tell us your story about the Fawcett Women’s Group. 
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St. Louis Gets 
Exhibit of Air 


Conditioning 


St. Louis, Mo., June 17.—The first 
co-operative air-conditioning exhibit 
in the United States is being in- 
stalled by the Union Electric Light 
& Power Co., to convince the public 
that air conditioning is meant for 
the home, just as much as for the 
office or theater. 

The display will dispel the myst- 
ery which surrounds air condition- 
ing in the eyes of the average man 
and woman, and prove that the 
machinery is not too cumbersome or 
noisy for home use. 

While salesmen will greet all vis- 
itors, no attempt will be made to sell 
callers unless they evince strong in- 
terest. A direct mail campaign 
directed to higher-income brackets 
will invite attendance. 

Among those who will exhibit are: 
Carrier-York Corp., Frigidaire Corp., 
Ilg Ventilating Co., York Ice Ma- 
chinery Co., American Blower Co., 
American Furnace Co., American Air 
Filter Co., Trane Co., Kool Air- 
Maker Corp. and Standard Engineer- 


ing Co. | 
ne 


Ruffner and Polesie 


Join Benton & Bowles 


Edmund Ruffner, former radio 
production manager for Erwin, 
Wasey & Co., is now in charge of the 
radio department of Benton & 
Bowles, New York agency. Herbert 
Polesie, former continuity director 
for Judson Radio Program Corp., 
will assist him. 

Work on the General Foods Cor- 
poration account will start formally 
on July 1. 


Cornell Adds Two 


Paul M. Bryant, formerly with G. 
Lynn Sumner Co., is now marketing 
director of Paul Cornell Co., New 
York agency. Miss V. Sturgeon, for- 
merly with Pedlar & Ryan, has 
joined the Cornell copy staff. 


Chevrolet Sales Good 


Chevrolet dealers reported the sale 
of 48,218 new passenger cars and 
trucks in May, or within 200 units 
of domestic production, according to 
W. S. Knudson, president and gen- 
eral manager. 


Start “Modern Medicine” 


Modern Medicine, a monthly digest 
of medical literature to be distrib- 
uted through surgical supply houses, 
will appear Sept. 1. It is published 
in Minneapolis. 


Weekly Report 


On Best Read 
Copy, New Plan 


New York, June 16.—A newspaper 
and trade publication campaign has 
been launched by Liberty featuring 
its new plan for checking reader in- 
terest in advertising appearing in the 
leading weekly magazines. 

The initial announcement of the 
plan, which will be based on field 
work by Percival White, Inc., using 
the methods employed by Dr. George 
Gallup in similar studies last sum- 
mer, appeared in full-page space in 
the New York Times, New York 
Herald Tribune, Chicago Tribune, 
Detroit Free Press and Akron Beacon 
Journal. 

The results of the weekly check 
on “the best read ads of the week” 
will be reported in Liberty’s adver- 
tising in four trade publications, in- 
cluding ADVERTISING AGE. 

Carroll Rheinstrom, vice-president 
of Liberty, said advertisers and 
agents have been invited to send ob- 
servers with the White field organ- 
izations to check the methods em- 
ployed in determining reader inter- 
est in advertising. 


114 Billions of Life 


Insurance in Effect 

Legal reserve life insurance com- 
panies had $114,596,000,000 life in- 
surance in force at the end of 1931, 
the 1932 edition of Unique Manual- 
Digest, Cincinnati, says. 

Premiums paid during 1931 to- 
talled $3,902,000,000. Insurance com- 
panies had over $21,000,000,000 in 
admitted assets at the end of last 
year. 


Crist Makes Change 
L. E. Crist, Cleveland representa- 
tive of Management Methods, has 
joined Reynolds & Reynolds Co., 
Cleveland bank supply firm. 


Ewald Honored 


Henry T. Ewald, president of 
Campbell-Ewald Co., Detroit agency, 
has been elected a director of the 
Detroit Board of Commerce. 


Account for Miller 


M. Glen Miller, Chicago, is han- 
dling the account of Practical In- 
strument Co., recording thermom- 
eters and other devices, Chicago. 


Gash Appoints Kupsick 

A. Gash & Co. “Italian Cook” 
salad oil and Agash Italian olive oil, 
New York, has placed its account 
with J. R. Kupsick, New York. 


Now your advertisement can tell 
them exactly Where to Buy It” 


“All right, Mr. Manufacturer, we’ll buy your prod- 
uct!” say the readers of your advertisement. 


But will they? 


They may not know WHERE to buy it. They may 
try to locate your dealer, but finally end up with 
“something just as good.” 

Don’t risk losing sales this way. Make it easy 
for prospects to find your local dealers—through 
“Where to Buy It” service. 

List authorized dealers under the trade name of 


4¢@ 


oy ae 
— 


Be 


makes 


your product in local classified telephone books. 
(See illustrations below.) In this simple way, you 


complete the buying circle. 


Ask your advertising or sales counsel for full 
information about “Where to Buy It.” Ori write 
or telephone direct: Trade Mark Service Mana- 
ger, American Telephone and Telegraph Co., 195 
Broadway, New York, N. Y. (EXchange gm 


3-9800) —or 208 W. Washington St., 


Chicago, Ill. (OFFicial 9300). 


dealers 


easy 


to 


The austerity of the famous Col- 

lege Inn waiter has been softened 

by William Welsh, Midwest de- 

signer, who has also made the can 
look larger. 


Deflation Due 
To Selfishness, 
Tipper Writes 


Chicago, June 17.—‘“Inflation has 
its origin and mainspring in human 
greed and selfishness;”” and periods 
of economic deflation can be avoided 
only by the elimination of inflation, 
Harry Tipper asserts in his new 
book, “The New Challenge of Dis- 
tribution,” published by Harper & 
Bros. 

This is one of several new books 
on business and marketing problems, 
others being “Price Cutting and 
Price Maintenance,” by Edwin R. A. 
Seligman, LL.D., and Robert A. 
Love, Ph.D., also published by Har- 
per, and “The Sales Strategy of John 
H. Patterson,” by Roy W. Johnson 
and Russell W. Lynch, published by 
Dartnell Corp., Chicago. 

Asserting that inflation is caused 
solely by progressive exploitation of 
the ultimate consumer by the pro- 
ducer, Mr. Tipper says that develop- 
ment of “complete mutuality” be- 
tween producer and consumer, act- 
ing to achieve a system of distribu- 
tion suited to the needs of both, is 
the only method of eliminating busi- 
ness cycles. 

“Price Cutting and Price Mainte- 
nance” presents the results of a de- 
tailed case study of this subject. It 
presents opinions on both sides of 
the subject and suggests remedies, 
also giving complete reports of spe- 
cific cases. 

Much of the unusual personality 
and the sales genius of the man who 
built up the National Cash Register 
Co. is found in intimate detail in 
“The Sales Strategy of John H. Pat- 
terson,” in which principles and 
practices he followed are carefully 
outlined. 


U. S. Advances Bennett 


Cecil F. Bennett has been ap- 
pointed vice-president of the Chicago 
division of United States Advertis- 
ing Corp., following the resignation 
of Homer McKee. 


Ingalls Gets Daggett 


Daggett Chocolate Co., Cambridge, 
Mass., “Page & Shaw” and other con- 
fectionery products, has placed its 
account with  Ingalls-Advertising, 
Boston. 


Packard to D’Arcy 


Advertising of Packard Electric 
Corp., Warren, O., is now being han- 
dled by D’Arcy Advertising Co., 
Cleveland office. H. C. Mohr is ad- 
vertising manager. 
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BOULWARE TELLS 
WHY LOW PRICE 
HAS LOST LURE 


Pittsburgh, Pa., June 16.—The buy- 
ing of bargains slows up after a 
prolonged orgy of price advertising 
and price selling because markets 
are created by selling what the prod- 
uct will do and not how much it 
costs, L. R. Boulware, general sales 
manager, Syracuse Washing Machine 
Co. Syracuse, N. Y., told the Pitts- 
burgh Advertising Club Tuesday. 

Since three years of price adver- 
tising have already used up the mar- 
kets developed by creative advertis- 
ing in the past, hope for future sales 
must be based upon quality merchan- 
dise performing a better or different 
function than the old, thus creating 
new consumer wants, Mr. Boulware 
argued. 

“Price is no object at all until 
after a person has come to want a 
product by reason of what that prod- 
uct means to him personally,” he 
said. 

“In normal times industries do the 
advertising and promotional work 
necessary to create desire, but when 
hard times come along creative sell- 
ing ceases and emphasis is placed 
entirely on price, thus merely has- 
tening purchasing by those who have 
already been sold on the usefulness 
of the product. 


Appeal of Advertising 


“Advertising appeals only to those 
who have been made to want the 
products by virtue of previous crea- 
tive selling, so not only in such a 
time do we fail to educate the new 
factors being brought into the mar- 
ket but we use up the old market.” 

While advertising can perform a 
major function in creating new 
wants, other steps must also be 
taken. 

First and most important, he sug- 
gested, is capable, trained retail sell- 
ing which will direct the shopper’s 
attention away from price, and to- 
ward new or improved merchandise. 
Coupled with this must be new and 
different displays, individual con- 
tacts of every possible kind with 
likely prospects, and miscellaneous 
outside contacts through schools and 
others. 

The advertising itself, in the new 
drive to create wants, will be dra- 
matic. 

“It will be news; it will tell what 
the product will do rather than the 
price at which it can be obtained; 
but in the main it will go no further 
than paving the way for the final 
culmination of the sale through in- 
dividual contacts,” Mr. Boulware 
concluded. 


Tournament Closes 
Agate Club Season 


Advertising Women 


Pick Committees 


Chairmen of new standing com- 
mittees of the League of Advertising 
Women of New York include: at- 
tendance, Helen Faith Keane; din- 
ner, Florence Pettinger, Pace Insti- 
tute; editor of Advertising Women, 
Beryl Berk; employment, Magdalen 
A. Hueber, Industrial Press; histo 
rian, Barbara Schelling Denny; 
luncheon, Anne Rylance Smith; 
luncheon forum, Kathleen Gold- 
smith; members business meeting 
program, Dorothy Quest, Asia. 

Membership, Dariel Steer; mutual 
fund, Florence E. Ficke, Periodical 
Publishers Association; printing, 
Emily E. Conner, Marchbanks Press: 
program, Katherine H. B. Mullally; 
public relations, Helen B. Ames, 
Cleanliness Institute; reception, Be- 
atrice Crawford-Newcomb, Dairy- 
men’s League News; special funds, 
Bernice Ormerod; educational, Cara 
H. Vorce, J. Walter Thompson Co. 


Publish Oil Paper 


Independent Petroleum Association 
of Texas has begun publication of a 
house organ known as The Tezas 
Independent. Claude C. Wild, execu- 
tive secretary, is editor. 


Raise Sunday Price 


Sprignfield (Mass.) Sunday Union- 
Republican has raised its newsstand 
price from 8 to 10 cents. 


NEW APPEAL 


BUY 
A NEW CAR 
AND 
KEEP MEN 
AT WORK 


This red, white and blue sticker will 
be placed on all new cars by the 
Chicago Automobile Trade Asso- 


ciation. 


Fitzsimmons with Atlantic 


John Fitzsimmons has joined At- 
lantic Electrotype & Stereotype Co., 
New York. 


Martin on Cnsnsstection 


Lowry Martin, business manager 
of Corsicana (Texas) Daily Sun, has 
been named on Texas’ commission to 
A Century of Progress. 


Organize to 
Revive Trade, 
Bristol Urges 


New York, June 16.—“Why 
shouldn’t industry, through some 
representative group of leaders, un- 
dertake really to function in the 
interest of business revival through- 
out the country?” Lee H. Bristol, 
president of the Association of Na- 
tional Advertisers and vice-president 
of Bristol-Myers Co., asked in a radio 
talk over station WJZ Monday night. 

Individual businesses and business 
men have done much to alleviate 
conditions, Mr. Bristol said, but 
there has been no national coordina- 
tion and no general leadership. 

Blaming the new tax law on the 
failure of business to present a 
united front, he said: 

“If the impetus for formation of 
such a group is not originated at the 
White House with an official or semi- 
official background, then perhaps the 
United States Chamber of Commerce 
might find an effective and har- 
monious means for launching such a 
movement. 

“Perhaps it will be necessary for 
business leaders of prominence to 
appoint themselves to give form and 


organization to this idea of indus- 
trial leadership and industrial co- 
ordination.” 

Advertising alone cannot remedy 
conditions, but it can and will aid 
greatly in any program developed by 
business as a whole, Mr. Bristol con- 
cluded. 


Listerine Back on Air 


Listerine will go back on the air 
June 20 with a new series by Phillips 
Lord entitled the “Country Doctor.” 
The program will be heard thrice 
weekly in 15-minute evening sessions 
over NBC’s basic blue network. 


Serve Niagara Power 


Clark-McDaniel-Fisher & Spelman, 
Inc., is handling the account of Ni- 
agara Motors Corp., Dunkirk, N. Y., 
marine motors and automotive mo- 
tor parts, through its Cleveland 
office. 


Pioneer Publisher Dies 


Edgar W. Coleman, publisher of 
the Milwaukee Herold from 1888 to 
1906, before its consolidation with 
Germania, died at Oconomowoc, Wis., 
June 6. 


Geyer Loses Wife 
Mrs. Beulah DeLong Geyer, wife 
of B. B. Geyer, president of the 
Geyer Company, Dayton agency, died 
recently after a short illness. 


EFORE THE DEPRESSION EVER HIT 
us” few skilled workmen were better 
paid than carpenters. It is certainly 

not presumptuous to say that housewife num- 
ber 183 was a class A prospect for advertised 


’ 


' 


“At the present time I just can’t 
afford the money for True Story. 
Lused to buy it when I was down- 
town. I stopped when the depres- 
sion hit us. My husband is a 
carpenter and I cannot buy True 
Story now since there is no steady 
money coming in. My daughter 
sells magazines and I got subscrip- 
tions from her for the..., ... 
and... [like these magazines and 
think them very excellent. I got 
them for quite a while before the 
depression ever hit us. I will buy 
True Story again when times get 
better. I like the stories in it. In 
fact, there is nothing I could sug- 
gest to improve it.” 


“My husband hasagood 
joband we ownour own 
home. I think most 
people worry too much. 
True Story is the most 
interesting of all maga- 
zines. I would not miss 
an issue. I like the love 
storiesthe best of all the 
stories in the magazine 
and I think the Home 
Making Department is very in- 
teresting. I never lend my copy 
of True Story.” 


* * * 


tion gathers a market for advertisers for a 
period lasting up until three years. Magazine 
circulation must constantly and immediately 
weed out unemployed and non-buying families 
for the advertiser to get full value from his in- 


Newsstand buyers must necessarily have 
ready money to spend and a willingness to 
spend it. They must necessarily have a desire 
for the magazine at the time of the purchase. 


They openly acknowledge a buying attitude. 


Newsstand circulation weeds out the non- 
buying families for you simultaneously with 
the time a family stops buying. Your advertise 
ment in newsstand magazines is free from waste. 
You get none of the families who were buying 
last month or last year—you get families who 
2 are buying now and only newsstand circulation 
exercises this selectivity—and True Story has 


The Agate Club of Chicago closed 
its season June 10 with a golf 
tournament. R. W. Richardson, of 
Liberty, had low gross for 27 holes 
with 124. Gale Blocki, Conde Nast 
Publications, had low net, with 111, 
and H. K. Clark, New York Sun, had 
| low putts, 47. 

Flight winners: Norman C. Green, 
Crowell Publishing Co.; Harry J. 
Hurlbut, Butterick Publishing Co.; 
R. G. Howse, Literary Digest; F. J. 
Maxted, Crowell Publishing Co.; F. 


merchandise when she was buying True Story 
regularly and when she subscribed for three 
other women’s magazines from her daughter. 

But now work is scarce for carpenters.“ There 
is no steady money coming in.” Housewife number 
183 has been hit by the depression. She has 
stopped buying. She bas stopped buying True 
Story too. But these subscription magazines— 
which sheadmits areexcellent—have not stopped. 


vestment. 

The case above at the right, also from the 
True Story Keenan Newsstand Study, illus 
trates how newsstand circulation exercises this 
important function which subscription circulation 
lacks. 


: McDonald, Time; C. hg Pg The postman brings them every month and OUSEWIFE NUMBER 372 still con’ the largest newsstand sale in the world. 
Trowell Publishing Co.; D. D. Mc- y : f ae ‘ 
Cutcheon, Macfadden Publications; will continue to do so until the subscription tinues to buy True Story regularly A recent investigation of True Story news- 


D. R. Matson, Crowell; B. P. Mast, 
Mill & Factory Illustrated; J. M. 
Badger, McCall’s; A. R. Blish, Lib- 
erty; C. J. Harrison, Photoplay. 


at the newsstand every month. She 
thinks most people “worry too much.” She 
naturally would for her husband “bas a good 
job” and they own their own home. 

Steady employment and money to spend 
constitute a buyer — a buyer for your mer- 
chandise and a buyer of newsstand magazines. 
The family without money or a willingness to 
spend and without employment is out of the 
newsstand market. 


expires. 

Even though this housewife admits the ex- 
cellence of her three subscription magazines 
and probably reads the advertisements in them, 
she is not buying, she can’ t buy—the depression 
has hit her. 

Subscription circulation does no: conform 
with today’s selling methods. Sales today are 
made to families who are employed, who have 
money and a willingness to spend. Employment 
may stop within a week 


stand buyers by the William C. Keenan Comv 
pany shows conclusively that 98 % of the fam- 
ilies reading True Story regularly are gainfully 
employed. The investigation also disclosed the 
fact that 83% of the families who no longer 
read True Story quit buying the magazine be- 
cause they couldn't afford it. 


Show Soap Sculptures 


The winning soap sculptures in 
Procter & Gamble’s $3,000 prize com- 
Petition are being exhibited at Gim- 
bel Brothers, New York. More than 
4,000 entries were sent in. 


Every magazine advertiser will find this 
study interesting and helpful. If you have not 
seen or read the complete 


Harvey-Jaediker, New York adver- or at most,withina month. study, we will gladly send 
tisi : . 
ibe Harvey Keung, sin George W, Yer subscription ciculr NEWSSTAND SALE RECHECKS THE jon. 


POCKET-BOOK EVERY MONTH 


Now Harvey Agency 


Harvey as president and general 
manager. 
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ADVERTISING AGE 


June 18, 1932 


AFA. OPENS 28TH 
ANNUAL MEETING 
AT NOON MONDAY 


“Advertising: the Way Out”’ 
Is Keynote 


(Continued from Page 1) 
4:00 P. M. to 5:00 P. M. 


Tea, sponsored by the League of 
Advertising Women, to be held in 
the Hostess Room, 879-881 Waldorf- 
Astoria Hotel. Mrs. Grover A. Whalen 
pouring. 


MONDAY EVENING, 7:30 O'CLOCK 
ANNUAL BANQUET 


Main Ball Room, 
Waldorf-Astoria Hotel 


Chairman—Gilbert T. Hodges, 
President of the Federation. 


Music 

The Advertising Club Singers of 
the Advertising Club of New York; 
Emory B. Remington, President; 
Arthur Phillips, Director. 

Organ Selections by W. A. Golds- 
worthy, Organist; Courtesy, Waldorf- 
Astoria Hotel. 


Speakers 


Dr. Nicholas Murray Butler, Presi- 
dent, Columbia University, “The In- 
ternational Mind.” 

Julius Tannen, internationally 
known celebrity. Through the cour- 
tesy of the Management of the Sher- 
man Hotel, Chicago, Il. 


Dancing 


From 10:30 until 
night.” 


“far into the 


TUESDAY 
All day reserved for departmental 
sessions. 
Luncheons 


12:30 o’Clock 

Advertising Specialty National As- 
sociation. 

Export Managers Club Conference. 

Magazine Group. 

Newspaper Advertising Executives 
Association. 

Sales Promotion and Merchandise 
Managers’ Division, N. R. D. G. A. 


2:30 P. M. 


“Fashions and Figures of Yester- 
day and Today,” presented by John 
Wanamaker and Elizabeth Arden, 
sponsored by the League of Adver- 
tising Women for the ladies of the 
convention. Astor Gallery, Waldorf- 
Astoria Hotel. 


4:00 P. M. 


The ladies of the convention will 
be guests of Tower Magazines, Inc., 
at a “Mystery” Tea from 4:00 to 
6:00. Tower cars will leave the 49th 
street entrance of the Waldorf- 
Astoria Hotel at 3:45 P. M. and 4:00 
P. M. for the Tower Magazines 
studio at 55 Fifth avenue. 


4:00 P. M. to 5:00 P. M. 

Tea, sponsored by the League of 
Advertising Women, to be held in 
the Hostess Room, 879-881 Waldorf- 
Astoria Hotel. Mrs. Ogden Reid 
pouring. 


9:00 P. M. 
“A NIGHT OFF” 


Main Ball Room, Waldorf-Astoria 
Hotel. 
Motion Pictures 


Premiere showing of latest pro- 
_ ductions in romance, adventure, 
travel and news from leading pro- 
ducers. 


Broadcast Returns 


Of the Sharkey-Schmeling fight 
direct from the Madison Square 
stadium at Long Island City. 


Music 


Organ recital by Mr. Goldsworthy. 

Orchestra broadcast from the Wal- 
dorf-Astoria Roof Garden. 

This elaborate evening’s entertain- 
ment has been arranged for those 
who do not care to attend the fight, 
the theatre, or otherwise entertain 


themselves. Admission is free to 
delegates presenting their convention 
badges. 

The General Reception Committee 
has reserved a block of ring-side 
seats for the fight. Those wishing 
to attend should purchase tickets at 
the convention registration desk. 
third floor, Waldorf-Astoria Hotel. 


WEDNESDAY 
8:00 A. M. 


Annual breakfast and meeting of 
the Council on Women’s Advertising 
Clubs, Waldorf-Astoria Hotel, Roof 
Garden, 18th floor. 


9:30 A. M. 
Departmental sessions. 


12:30 o’Clock 


General Session Luncheon, Main 
Ball Room, Waldorf-Astoria Hotel. 


Presiding 


Edgar Kobak, General Chairman, 
Program Committee; vice-president, 
McGraw-Hill Publishing Co, New 
York. 

Speakers 


President, 
Phila- 
and _ the 


George H. Houston, 
Baldwin Locomotive Works, 
delphia, “The Machine 
Market.” 

O. F. Benz, Director of Sales, Du- 
Pont Cellophane Co., Inc., New York, 
“Wrapping the Window Around the 
Goods.” 

M. H. Aylesworth, President, RKO, 
New York; President, National 
Broadcasting Co. 

Lew Hahn, Chairman, Hahn De- 
partment Stores, “Mutual Problems 
of the Producer and the Distributor.” 

Dr. Phillips Thomas, Westing- 
house Electric and Manufacturing 
Co., East Pittsburgh, “Electrons at 
Work and at Play.” 


4:00 P. M. to 5:00 P. M. 


Tea, sponsored by the League of 
Advertising Women, to be held in 
the Hostess Room, 879-881 Waldorf- 
Astoria Hotel. Mrs. Gilbert T. 
Hodges and Mrs. Charles E. Murphy 
pouring. 

9:30 P. M. 


“BROADWAY AFTER DARK” 
A Night Club Party. 


Main Ball Room, 
Waldorf-Astoria Hotel 


’Neath the dim lights of the Wal- 
dorf-Astoria’s gorgeous ball room 
will float the plaintive, crooning 
notes of dance music. Celebrated en- 
tertainers, direct from Broadway’s 
night life, will contribute to the 
exhilaration of the occasion, inter- 
spersing their acts between dances, 
until the wee hours of the morning. 

Admission free to all delegates 
presenting their badges. 


THURSDAY 
9:30 A. M. 


Annual Business Meeting of the 
Advertising Federation of America. 
Astor Gallery, Waldorf-Astoria Hotel. 


Presiding 


President Gilbert T. Hodges 
President’s Annual Report. 
Report of the action of the Council 
on Departmental Activities and the 
Councils on Advertising Clubs and 
on Women’s Advertising Clubs in the 
election of their chairmen. 

Report of the Nominating Com- 
mittee. 

Report of the Committee on Cre- 
dentials. 

Election of Directors. 

Report of the Committee on Reso- 
lutions. 

Adjournment. 


12:30 o’Clock 


Conference on Vocational Training 
for Advertising. Luncheon and meet- 
ing, Basildon Room, Waldorf-Astoria 
Hotel. 

All Day 


Golf tournament at Lido Beach 
through the courtesy of Advertising 
Club Golf Association; A. H. Stil- 


will, president; H. B. LeQuatte, 
chairman, Tournament Committee. 
All convention visitors, including 


ladies, invited. 

Lido Beach may be reached on the 
trains of the Long Island Rail- 
road, leaving from the Pennsylvania 
Station on Seventh avenue, be- 


George W. Kleiser, president, Outdoor 
America, and Edgar Kobak, chairman of the 


TWO OF NOTABLES AT NEW YORK CONVENTION 


Advertising Association of 
program committee, A. F. A. 


tween Thirty-second and Thirty-third 
streets. Trains leave for Long Beach 
at 9:11 A. M., 10:10 A. M., 11:06 
A. M., 12:52 P. M., 2:07 P. M., and 
3:27 P. M., DaylighteSaving Time. 

Programs of departmental meet- 
ings are as follows: 


Public Utilities Advertising Associ- 
ation 


Tuesday Morning—10:00 o’clock 

Presiding—R. S. McCarty, Phila- 
delphia Company, Pittsburgh, Pa. 

An Agency’s View Point on Electrical 
Appliance Advertising —S. S. Larmon, 
vice-president, Young and Rubican, New 
York, N. Y¥. 

Advertising for Industries—C. A. Tat- 
tersall, asst. to vice-president, Niagara 
Hudson Power Corporation, Buffalo, 
| ae A 

The Influence of the Times on Insti- 
tutional Advertising — General Discus- 
sion led by Louis D. Gibbs, Edison Elec- 
tric Illuminating Company of Boston; 
Henry Obermeyer, Consolidated Gas 
Company of New York; William H. 
Culver, Commonwealth Edison Com- 
pany, Chicago; B. J. Mullaney, Peoples 
Gas Light & Coke Company, Chicago. 


Tuesday Afternoon—2:00 o’clock 


What Appliances Will They Buy Next? 
—Daniel Starch, Daniel Starch and 
Staff, New York. 


Improving the Appearance of Utility 
Advertising by Proper Design — Joseph 
Sinel, Artist and Industrial Designer, 
New York. 


New Advertising Tools for Today’s 
Appliance Market — General Discussion 
led by D. D. Parry, Central Hudson Gas 
& Electric Corporation, Poughkeepsie, 
J. R. Pershall, Public Service Company 
ef Northern Illinois, Chicago. 


Wednesday Morning—10:00 o’clock 


Report of the “Better Copy” Com- 
mittee—Eric Swift, Commonwealth Edi- 
son Company, Chicago, Chairman. 

Election of officers and committee re- 
ports. . 


Outdoor Advertising Association of 
America 


Tuesday Morning 


(Exhibit under the direction of Horace 
W. Hardy, Art Director, Outdoor Adver- 
tising, Inc.) 
Presiding—George W. Kleiser, presi- 
dent, Outdoor Advertising Association 

of America, Inc. 


Welcome to Delegates —Gilbert T. 
Hodges, president, Advertising Federa- 
tino of America. 


On Behalf of New York Advertising 
Club—Hon. Grover A. Whalen, presi- 
dent, Advertising Club of New York. 

Selling Prosperity—Kerwin H. Fulton, 
President, Outdoor Advertising, Inc. 

The Users of Outdoor Advertising—c. 
King Woodbridge, executive director, 
Arbuckle Bros. 

Successful Outdoor Advertising Copy 
—-H. Ledyard Towle, art director, 
Campbell-Ewald Company. 

Our Legal Rights to the Landscape— 
Charles Murphy, former president, Ad- 
vertising Club of New York. 

A Single Coordinated Sales Power— 
R. D. French, vice-president. for West- 
ern Sales, Outdoor Advertising, Inc. 

Outdoor Advertising’s Place in Ameri- 
can Business—Leonard Dreyfuss, treas- 
urer, Outdoor Advertising Assn. of 
America, Inc.; publisher, Futura Pub- 
lications, New York. 


Afternoon Session 
Functions of Outdoor Advertising 
Assn. of America— Herbert E. Fisk, 
general manager, Outdoor Advertising 
Assn. of America, Inc., Chicago. 

The Agency Viewpoint of the Outdoor 
Medium—W. CC. D’Arcy, President, 
D'Arcy Advertising Co., St. Louis. 

Outdoor Advertising in Relation to 
Other Media (Visual Presentation)—D. 


S. Schenck, Outdoor Advertising, Inc., 
New York. 
How Circulation Is Checked—Frank 


ft. Hopkins, manager, National Outdoor 
Advertising Bureau, New York. 
Outdoor Advertising and Merchandis- 
ing Problems—Turner Jones, vice-presi- 
dent, Coca-Cola Company, Atlanta. 


Newspaper Advertising Executives 
Association 


Monday morning, June 
morning and afternoon. 

Presiding, Don U. Bridge, advertising 
director, New York Times, president, 
N. A. E. A. 

Speakers: F. W. Wheeler, vice-presi- 
dent, Great Atlantic & Pacific Tea Co.; 
Vaughn Flannery, vice-president and art 
director, Young & Rubicam. 

Others to be announced by Alvin 
Magee, Louisville Courier-Journal and 
Times, chairman of program committee. 


National Association of Broadcasters 


Tuesday Morning and Afternoon, 
June 21 


Chairman of the Program—H. K. Car- 
penter, chairman of the commercial 
section, National Association of Broad- 
casters. 

Speakers—Roy Witmer, vice-president 
in charge of sales, National Broadcast- 
ing Company. 

Paul Kesten, director of sales promo- 
tion, Columbia Broadcasting System. 

Leslie G. Smith, Standard Oil Com- 
pany of Ohio. 

Captain Howard Angus, Batten, Bar- 
ton, Durstine & Osborn. 

Linus Travers, director of produc- 
tions, Yankee Network. 

Harry Howlett, commercial manager, 
Station WHK, Cleveland. 

J. Thomas Lyons, executive’ vice- 
president, The Monumental Radio Com- 
pany. 


20; Tuesday 


Retail Clinic 
Tuesday, June 21 


Presiding—Harry Tipper, 
Distribution Consultant. 

Speakers—Major P. F. O'Keefe, presi- 
dent, P. F. O'Keefe Advertising Agency, 
Boston. 

Henry Penn, Boston, chairman, Na- 


New York 


tional Publicity Committee, Society of 
American Florists and Ornamental 
Horticulturists. 


R. J. Atkinson, past president, Na- 
tional Retail Hardware Association. 

PD. Keim, general sales manager, 
E. R. Squibb and Sons. 

L. R. Boulware, general sales man- 
ager, Syracuse Washing Machine Corp. 

Wroe Anderson, U. S. Department of 
Commerce. 

F. G. Melcher, Publishers’ Weekly. 

L. D. Mahon, vice-president, Newell- 
Emmett Co., New York. 

(By special arrangement delegates to 
the Federation convention will be ad- 
mitted also to the sessions of the Sales 
Promotion and Merchandise Managers’ 
division of the National Retail Dry 
Goods Association, at the Commodore 
Hotel on June 21 and the forenoon of 
June 22.) 


Promotion and Research Managers 
Group of the Newspaper Adver- 
tising Executives Association 


Presiding—George Benneyan, promo- 
motion and research manager, The Sun, 
New York. 


Monday Morning, 10:00 o'clock 


NPR, Fourth Floor, Waldorf- 
Astoria Hotel 

Organization Meeting. 

The Relation of Dollar Sales to Line- 
age Volume—William D. Nugent, direc- 
tor of sales, Media Records, New York. 

Newspaper Selling Seen from Both 
Sides of the Fence—Kenneth M. Goode, 
Author of “More Profits from Adver- 
tising,”” New York. 


Room 


Tuesday Morning, 10:00 o’clock 


Getting Uncommonly Good Typog- 
raphy from Commonplace Type—Fred- 
erick M. Farrar, consulting art direc- 
tor, Typographic Service Company, New 
York. 

Persuading People to Like News- 
papers—Herbert Kaufman, publicist and 


advertising writer, 
York. 
Discussion. 


Tarrytown, New 


Tuesday Luncheon—12:30 o’clock 


Main Ballroom, Waldorf-Astoria Hote] 

Joint luncheon meeting with the 
Newspaper Advertising Executives As. 
sociation, Ine. 


Wednesday Morning, 10:00 o’clock 


Room NPR, Fourth Floor, 


Astoria Hotel. 

The Problem of Promoting Classifiea 
Advertising —C. W. Horn, supervisor, 
classified advertising, Hearst News. 
papers, New York. 

Discussion. 

Program Chairman — Louis 
Moore, Promotion Manager, 
American, 


Waldorf. 


J. Bw 
New York 


Motion Picture Departmental 
Wednesday Morning 


Presiding—Francis Lawton, Jr., presi- 
dent, General Business Films, Inc., New 
York. 

A Business Meeting on the Screen— 
Charles E. Murphy, retiring president, 
Advertising Club of New York. 

Talking Pictures for Dealer Training 
—Kenneth L. Bridges, sales promotion 
manager, Standard Oil Co. of New York, 

Getting Display for Sponsored Pic- 
tures — Lester F. Martin, secretary- 
treasurer, Allied Theaters, Inc. 

Other Speakers—S. M. Sharpe, Na- 
tional Tuberculosis Assn.; Pierre Bouch- 
eron, RCA Victor Co.; J. Miner, Stand- 
ard Sound Recording Studios; Turner 
Jones, Coca-Cola Co. 

Color process talkies to be shown. 


Advertising Specialty National 
Association 


Point of Purchase Advertising 
Tuesday Luncheon, 12:30 o’clock 


Room JKL, Fourth Floor, Waldorf- 
Astoria Hotel. 
Presiding—William H. Seely, presi- 
dent, The Osborne Company, Newark, 
N. J. 


* Kill the Quota Boys Now—George M. 
Gottfried, vice-president, Continental 
Baking Company, New York. 
Round table discussion of 
problems. 
Conference on Vocational Training 
for Advertising 


Thursday Luncheon, 12:30 o’clock 


Basildon Room, Waldorf-Astoria Hotel. 
General Topic—The Place of the Busi- 
ness School in Creating a Better Under- 
standing of Advertising. 
Presiding—Bernard Lichtenberg, man- 
aging director, Amos Parrish & Co., 
New York. 
Introductory remarks by Mr. Lichten- 
berg—Understanding Advertising. 
Changing Concepts of the Task of the 
School of Business — Professor H. K. 
Nixon, Columbia University, New York. 


From the Practical Point of View— 
Frank A. Black, publicity manager, Wil- 
liam Filene’s Sons Company, Boston, 
Mass. 

Is Business Honesty a Matter of 
Training ?—Professor Hugh E. Agnew, 
New York University, New York. 

Why Teach Advertising in the Uni» 
versities?—Professor Kenneth Dameron, 
Ohio State University, Columbus. 

General discussion. 


Manufacturers’ “Merchandise Adver- 
. tising” Association 


Tuesday Afternoon, 2:30 o’clock 


Room D, Fourth Floor, Waldorf-Astoria 
Hotel. 
Presiding—William L. Sweet, presi- 
dent Manufacturers’ ‘Merchandise Ad- 
vertising’’ Association; treasurer, Rum- 
ford Chemical Works; director, Cham- 
ber of Commerce of the United States; 
director, Associated Grocery Manufac- 
turers of America, Providence, R. I. 
Advertising in the Present Circum- 
stances of Distribution—Prof. Hugh E. 
Agnew, chairman, Department of Mar- 
keting, New York University, New York. 
Premiums as the Solution of Specific 
Sales Problems — Frank H. Waggoner, 
editor, Novelty News; Associate secre- 
tary, Sales Management, New York. 
The Wider Recognition of the Advan- 
tages of Premium or “Merchandise Ad- 
vertising’”—Charles Wesley Dunn, Es«., 
New York Bar; general counsel for As- 
sociated Grocery Manufacturers’ of 
America, American Pharmaceutical 
Manufacturers Association and Manu- 
facturers’ “Merchandise Advertising” 
Association. 


Magazine Group 
Tuesday Luncheon, 12:30 o’clock 


Empire Room, Waldorf-Astoria Hotel. 

Presiding—Earle L. Townsend, Golf 
Illustrated, New York. 

Strange Tales from Far Countries— 
Lowell Thomas, The Literary Digest, 
New York. 

Opportunities Ahead—Floyd W. Par- 
sons, economist and contributing editor, 
Advertising and Selling, New York. 

From Mexico to Morocco—Major Tex 
O'Reilly. 

How Spud Won Leadership in Four 
Years—Thomas D’A. Brophy, vice-presi- 
dent, Kenyon & Eckhardt, New York. 

From the Malay Jungles to the Moun- 
tains of the Moon—Carveth Wells. 


Export Managers Club Conference 
Tuesday Luncheon, 12:30 o’clock 


West Foyer, Waldorf-Astoria Hotel. 
Presiding—A. M. Hamilton, president, 


(Continued on Page 17) 
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ROUPS PLAN 
BUSY SESSIONS 


(Continued from Page 16) 


Export Managers Club; American Loco- 
motive Sales Corporation, New York. 

What Can Be Done Internationally 
for Advertising?—C. K. Woodbridge, 
chairman of the council, International 
Advertising Association and former 
president of the Advertising Federation 
of America; executive director, Arbuckle 
Brothers, New York. 

Where to Advertise Today—W. L. 
Bomer, vice-president, Bristol - Myers 
Company, New York. 

Leader of Floor Discussion—John F. 
Kelly, export manager, Electric Storage 
Battery Company, New York. 

How to Get the Most Out of Your 
Advertising Dollar—T. M. Quinn, vice- 
president, Dorland International, Inc., 
New York. 

Leader of Floor Discussion—Earl T. 
Russell, vice-president, National Export 
Advertising Service, Inc., New York. 

What to Advertise—John Abbink, 
vice-president, Business Publishers In- 
ternational Corporation, New York. 

Leader of Floor Discussion—Allen H. 
Seed, Jr., vice-president, S. S. Koppe & 
Company, New York. 


American Community Advertising 
Association 

Wednesday Morning, 9:00 o'clock 
Empire Room, Waldorf-Astoria Hotel. 

Presiding—Charles F. Hatfield, presi- 
dent, American Community Advertising 
Association ; general manager, St. Louis 
Convention Publicity and Tourist 
Bureau, Chamber of Commerce. 

Community Advertising Today and 
Tomorrow—T. D. Palmer, national ad- 
vertising manager, New York Times. 

Real Estate in the Depression: The 
Way In and the Way Out—Dr. Richard 
T. Ely, president, Institute for Economic 
Research (affiliated with Northwestern 
University), New York. 

New England Council Advertising— 
Dudley Harmon, executive vice-presi- 
dent, New England Council, Boston. 

The National Organization and Its 
Communities—Don E. Mowry, general 
merchandise office, Sears, Roebuck & 
Co., Chicago. 

New Trends in Industrial Advertising 
—W. Gerald Holmes, industrial engi- 
neer, New England Public Service Com- 
pany, Boston. 

Stimulating Domestic Travel—George 
I. Reid, advertising manager, American 
Travel Agents Magazine, New York. 

Legislation for Advertising — Martin 
Keet, associate secretary, Chamber of 
Commerce, Wilkes Barre, Pa. 


Direct Mail Advertising Association 


Tuesday Morning, 9:30 o’clock 
Room M, Fourth Floor, Waldorf-Astoria 
Hotel. 
Presiding — Henry Hoke, secretary, 
Postage and The Mailbag, New York. 

The Place of Direct Mail in the Ad- 
vertising Program— Leonard J. Ray- 
mond, Dickie-Raymond, Boston, Mass. 

Gearing Your Direct Mail to Work 
with the Sales Force.— Tim Thrift, 
American Sales Book Company, Elmira, 
N.Y 


Direct Mail as a Moving Force in 
Selling—Charles E. Murphy, past-presi- 
dent, Advertising Club of New York; 
Attorney-at-Law, New York. 


Tuesday Afternoon, 2:00 o’clock 


Presiding—John A. Smith, Jr., adver- 
tising manager, Frank E. Davis Fish 
Company, Gloucester, Mass. 

Introductory subject: The Importance 
of Knowing Your Market. 

The Place of Direct Mail in Retail 
Selling—Lester Brozman, The Lester 
Brozman Co., New York. 

Sales Strategy Applied to the Physical 
Appearance of Direct Mail— Harold L. 
Stedfeld, H. L. Stedfeld Company, New 
York. 

Applying the Basic Principles of Sell- 
ing to the Most Personal Form of Ad- 
vertising—Elwood McCleish, Graves, Mc- 
Cleish & Campbell, New York. 


Anderson Issues 


Chicago Directory 


C. J. Anderson Special Agency has 
issued its semi-annual directory of 
Chicago agencies and_representa- 
tives, with their addresses and tele- 
Phone numbers. 

The list, printed on cardboard, is 
widely used for reference. 


Garst Joins “Register” 
Warren Garst, former assistant 
Vice-president of Central Bank & 
Trust Co., Des Moines, has joined the 
advertising department of Des 
Moines (lowa) Register and Tribune. 


Donahoo Promoted 
Paul N. Donahoo has been ap- 
Pointed district advertising manager 
of the B. F. Goodrich Rubber Co., 
Minneapolis. 


Represent “Biloxi Herald” 


Devine-Tenney Corp. has been ap- 
Pointed national advertising repre- 
Sentative of Bilozi and Gulfport 
(Miss.) Herald. 


FEMININE LEADER 


Jeannette Carroll, of Bryant-Strat- 
ton College, Providence, vice-presi- 
dent, A. F. A. 


KOLSTER WARS 
ON STATIC IN 
SUMMER DRIVE 


Newark, N. J., June 16.—Con- 
vinced that summer sale of radios 
has been retarded by faulty recep- 
tion rather than the public’s lack of 
interest, Kolster Radio, Inc., is be- 
ginning an “out of season” campaign 
on its new rejectostatic circuit mod- 
els. 

Marschalk & Pratt, New York, will 
release copy to newspapers in se- 
lected cities the week of June 20, and 
the campaign will embrace 70 cities 
by July 15. 

Initial sales efforts will be concen- 
trated in cities having ordinances 
aiming at the elimination of radio 
static. In Los Angeles and approx- 
imately 15 other cities where city 
governments have taken steps to 
control this nuisance, the company 
will have a vigorous ally in power 
companies, electric railway compa- 
nies and other users of electrical 
equipment. 


Describe Static Makers 


Elimination of man-made static, 
the principal talking point of the 
new models, will be explained in 720- 
line announcement copy by pictur- 
ing its sources, such as vacuum 
cleaners, street cars, electric flasher 
signs and electric fly catchers. 

The selling plan requires dealers 
to conduct uniform demonstrations 
in their stores, employing a mini- 
mum of three electric appliances in 
common use, so that the prospect 
can note the effect on the new Kol- 
ster and an older model. Violet-ray 
machines and electric fly catchers 
are called the best static makers. 

Many dealers in test cities are said 
to have used the newest model of a 
competitive make in the test. 

The enthusiasm of dealers has 
been stimulated by assurance that 
canvassing is unnecessary. They 
are being told to rely for prospects 
on their service call files, novel win- 
dow displays in which static-makers 
are included and the company’s ad- 
vertising. 


Eastman Foreign 


Account to Gotham 


Eastman Kodak Co., Rochester, 
N. Y., has placed some of its Latin- 
American and other foreign advertis- 
ing with Gotham Advertising Co., 
New York. This does not affect East- 
man business placed by the Argen- 
tine and Brazilian offices of J. Walter 
Thompson Co. 

J. W. Sanger, former vice-president 
of Foreign Advertising and Service 
Bureau, New York, has_ joined 
Gotham as account executive. 


Yarnell Changes 


Clyde S. Yarnell, former  vice- 


president of Herr-Yarnell, Minneapo- 
lis, has joined Olmstead-Hewitt, Min- 
neapolis agency. 


N. B.C. Alleges 
Infringement of 


Shredded Wheat 


Wilmington, Del., June 17.—Al- 
leging unfair competition, National 
Biscuit Company, a New Jersey cor- 
poration, has filed suit against the 
Kellogg Company, Battle Creek, 
Mich., in the United States District 
Court. 

The suit seeks to enjoin the Kel- 
logg Company from manufacturing 
and selling whole wheat biscuits re- 


sembling those of the plaintiff. Na- 
tional Biscuit Company also objects 
to Kellogg’s advertising, describing 
the product as “shredded wheat” 
biscuits. 

The suit alleges that the shredded 
wheat trade-mark of the company 
has been endangered by similarity 
of product and advertising. This 
mark is valued at $5,000,000 and it 
is alleged that $250,000 of this 
amount has already been lost by Na- 
tional Biscuit Company because of 
the activities of Kellogg. 

The suit asked the court to award 
monetary damages, the amount to be 
left to its discretion. 


Electric Worm Catcher 


Twentieth Century Co., Kansas 
City, Mo., has introduced an electric 
device known as the “Hot Shot” 
Worm Catcher for fishermen. 


Has Tube Account 


The Detroit Seamless Steel Tubes 
Company has placed its account with 
Cc. C. Winningham, Inc., Detroit 
agency. 


Henkel, Hastie Merge 


F. W. Henkel, Chicago publishers’ 
representative, and J. W. Hastie, 
New York representative, have com- 
bined to offer national service. 


VY 


store! 


tised goods. 


sales. 


fs * 
RY 
NZ, 


“A Lift to Market” is not the sort of 
by anybody with an idea and a taste for large figures. It contains real 
facts, based on a thorough investigation of the field by an organization 
which has handled $15,000,000 of Catholic money. 

If you are interested in establishing sales contact with a live, 
responsive market, and are interested in getting more than your share of 
today’s available business, send for this booklet now! 


Send for this absorbing book. 
It's free to Advertisers and Agencies 


(Gytengion 


The National Catholic Monthly 


HUGH J. BLAKELY - - - - 
360 N. MICHIGAN AVE. 


LES ate 


Get Acquainted With 


A MARKET 
THAT'S BUYING NOW! 


If you haven't read the amazing story contained in the new book of 
sales facts called “A Lift to Market,” you have a pleasant surprise in 


Here’s the statistical and human analysis of why this market is buy- 
ing more freely—how much larger than the average its families are— 
how far above the average the incomes are—and why they prefer adver- 


It tells, in simple and easily understood terms, the meaning of the 
impressive statistics which have been gathered for inclusion in this book, 
the first ever presented which gives the real facts about the possibilities 
of the Catholic home and institutional market for advertisers. 

Either field would flag your attention—together they present a pic- 
ture of absorbing interest for today’s merchandisers seeking immediate 


DIRECTOR 


survey that can be made up 


A fact presenta- 

tion of anamazing 

SALES opportun- 
ity for 1932 


* 


azine 


OF ADVERTISING 
CHICAGO, ILL. 


— eee ee | iF : : A 
mein ae en V bes 
. : #: te —————— 
| nes — > i | 
J tm Ft ——— = 
p =o a igs eee Bice: a : Sas : fe 

j ee 4) abe \ ' md 
| | ; 
i Sea : iho : _ 
; ieee ig te , Za ve 
| PS ee ee SSE: S 
, 6) es Mae = 
/ I rk edt ae a erm ve 
3 Ba sila ar Ch Bas ee ee # ive tsch ee eeRS es me ; See 
- € ae are Sere 5 th oi oa 9 Fee ey Sa pete ey YS) ee pe ae “ear g 4 aie. pe ge 
4 a ae MRE Sst pee Ate i aaa saat 
PP 0s ye Xe 5 id > bot Ai Et - aera 
ed ee eS Ay ae BBy: oo eyo Bes * ': Bes tg 0 
: Wh ace Bee 0 Ni NE tee Mea riaetrn tan fy oe eae Pte 
: meee yale 
j SO Tae ee “ : rig agrees 
| 
ae 
ES 
Sipe Oe 
nea ae to MARKET Se ees 
SS alae. pod CS SK SK KS - ac oe 
talk wae te } erat ve 
pr htt ee PKK ~~ “a <4 elas 
bt eine DA : QO k “cg hear 
peg Seer ae - ve , oe +. } ia cae 
- _—— ; taede ahs ‘ f KK b\ wey Y KRESS | 
- wre eee oe os Ae : w 
> iO akan aed a KK S ie mA PK > ; 
| ae sg Att Bat: ‘eo 5 j ie 
i Se 3 oe K Kk > ce LA : 
Soy ety an Ja" Va ae 2 > >>. 
i Sao | SKA SS | , 
bee ONG a Lr Se . 'G 
des eS ‘s a Ks te La... i A 
A gerravies >.sBs.s. Ss. Bie S| 
Pera >. “a> “a> a> ae NE 
0 F Seo $e oe i + *, + * me ol 
Bo ee PN ee ree 
dl i kt a ahi through the pager of er ho . 
i Sa niet Bien Shae Pa ON a | 
See te AEM 4 ares ee open 
1, abr ety aS Age: ‘ eee ee 
as 2 Sxtension GDagazine ye 
ee HS POF RN Gt a oe ea re 
yy Se ees Putok: Auont oF NON 2 
Sey” AE Ae ae i 
- By sty ee ~ 
: oe ieee ie 
eta Ag abet ay ee ee ee 
pasa a Pe a ee wet ce 
. SS eae SN RR” ae nee eh 
SRE Te aa eee aeta: 
es | ae ah 
; fa ac ace 
l- ice ee ae nu 
Dae oe 
7 + ee 
pata 
of ee 
ee oe 
; ithe 
, ; 
t Pe | ; 
SS ; 
a 
i- 
i- 
i- 
- | 
3 i 
t= 
i- 
e. 
[- 
kK. 
ic ' =. 
r, as fe 
e- m 
. oe 
——— = 
a iy i 
a e : 
S- 
of 
al 
- 
ial 
> 
A , ee P 
if x 
st, 
r- 7 - 
T, . =a | ett . 
* * 
ur 
si- 7 
7 ee 
ae ———C(‘CSCsCSCS a a | 
ee re 
. 
rt per rae ae ga ices pean alee kat sree cease Se a ea eg eats i ar A Renae OL Rt ne Bae AOR Lee ey ee ris cel i pomietr: ae eae Fee ¥ ya iu ear a a z 3 en reek ce ey aie sc 
eh Ia anit lesa al aca ee es SS Nie Sa ete a er a ig a te a CS BR ee ec, a 
De ac saosin RE ee OS a af Sane ewe ae ia ae ee. ee ee “ee seats a 
ESE Tres roe eae Poder cate OR en tam Cee EA th ee a ee ee ere ce See ie ee EE A ee tee eae dee a Se ORC ne et ct er eee gare eres emp e.My eR Reso SI RS Chara, eae 
PEN On RTE LEO rool 0 cet Es Bo: at se eam ese ui ia ee) er eee ci Bay 4 Oe oe oS ae i Sige Sate a Tey hae yea Pern ua eR a: eae ics SF 5 
Menta eee ar ee Koc cease, | Te Me Mab at oe ear aaa Rinne aR mr fy: FEI ro ., * crt Aaa gee Aman. NOR MERE eA Dept | ASA ta eases eR uae Dates | BE Sl, 3d ba eee Saas igi tie PBS ta th Nd Sites Ae ane RoE Me te, cGy“ base aie, (cen RA la an A, Fa) 


18 


ADVERTISING AGE 


June 18, 1932 


—— 


Get Numismatic Account 


The Numismatic Co., Fort Worth, 
Texas, has placed its account with 
the Chicago office of Guenther-Brad- 
ford & Co. Magazines, newspaper 
and radio will be used. 


Bower to Winningham 

Bower Roller Bearing Co., Detroit, 
has placed its account with C. C. 
Winningham, Detroit. Business 
papers and direct mail are used. 


Account for Griswold 


Westchester Information Bureau, 
real estate information, New York, 
has appointed the Griswold Co., New 
York. Newspapers and direct mail 
will be used. 


LITHOGRAPHERS 


Specializin 
paper tos 


store display 
adverfising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 
BOSTON, MASS. 
302 Park Square Bldg. 
CHICAGO, ILL. 
Wrigley Building 


Let the Standard 
Advertising Register 
Tell You! 


About the National Advertisers — 
Who they are — Where they are — 
When they make their appropria- 
tions — Where they place their 
copy — What Agency handles the 
account — The personnel, etc. 


Information Continually Revised 


Service consists of 


Register — Monthly Supplements — 
Agency List — Weekly Reports — 
Geographical Index 


NATIONAL REGISTER 
PUBLISHING COMPANY 


853 Broadway 140 So. Dearborn St. 
New York Chicago 


7 Water St. 929 Russ Building 
Boston San Francisco 


uy 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


ITS AGIFT/ 


NOT ONLY To DRAW 


SIVELY AND DELIVER 
THEM PROMPTLY 


$i 


2IQUINCY ST. CHICAGO 


How New Sales Taxes 
Will Affect Industries 


New York, June 17.—Some manu- 
facturers will absorb the new sales 
tax, while those producing high-unit 
goods will pass it along, Standard 
Statistics Company reports. Here is 
its analysis of probabilities in each 
field: ‘ 

AUTOMOBILES—The 3 per cent 
import on passenger cars, and 2 per 
cent on trucks, will doubtless be 
passed along to consumers, as was 
the case formerly when this tax was 
levied. 

CHEWING GUM—The 2 per cent 
tax will probably be borne by retail- 
ers. 

COPPER—The impost of 4 cents 
per pound on imports will serve to 
shut out foreign low cost metal from 
domestic markets. Steps are being 
taken whereby metal ordinarily re- 
fined in this country can be imported 
under bond and re-exported free of 
duty, avoiding the need of new refin- 
ing facilities outside of the United 
States. 

MATCHES—Tax of 2 cents per 
1,000 (one-half cent per 1,000 on 
paper matches) will probably be dis- 
tributed between manufacturers and 


‘|distributors, with the result that 


profits would be affected only slightly. 

MECHANICAL REFRIGERA- 
TORS—The 5 per cent tax will 
amount to much less than recent 
price reductions by leading manu- 
facturers, and can _ probably be 
passed on without materially re- 
stricting sales. 


May Cut Receipts 


MOTION PICTURES AND THEA- 
TERS—Tax of 10 per cent on admis- 
sions over 40 cents will undoubtedly 
serve to curtail box office receipts in 
some measure, although the average 
price of admission to movie houses is 
only 35 cents. 

PETROLEUM PRODUCTS—Tax of 
1 cent per gallon on domestic sales of 
gasoline and 4 cents per gallon on 
lubricating oil probably will be passed 
on to the consumer, with little ad- 
verse influence on consumption. 

Import levies of 214 cents per gal- 
lon on gasoline, 4 cents per gallon 
on lubricating oil and one-half cent 
per gallon on crude and derivatives 
other than those mentioned are 
likely to restrict imports and result 


in shifts in the international mar- 
kets. : 

PIPE LINES—The tax of 4 per 
cent on the amounts charged to 
shippers would curtail net earnings 
of pipe line companies. 

RADIO—Tax of 5 per cent on pro- 
ducers’ sales of receiving sets will 
restrict profits. 

SOFT DRINKS—The tax of 2 cents 
per gallon would amount to ¥% cent 
per quart, or 4 cent per pint. Soft 
drink syrups will be taxed 6 cents 
per gallon. Added prices could be 
passed along to jobbers and dealers 
in most cases. 

TIRES—The 2% cents a pound tax 
on casings and 4 cents a pound on 
tubes will be passed on to the pur- 
chaser, according to present opinion 
in the trade, in the form of slightly 
higher prices, so that present low 
profit margins will not be further 
curtailed. 


Absorb Cosmetic Tax 


TOILET PREPARATIONS AND 
COSMETICS—A tax of 10 per cent is 
levied on producers’ sales of all arti- 
cles, except mouth washes, dentrifices 
and toilet soaps, upon which the im- 
post is 5 per cent. Manufacturers 
must absorb a good portion of the 
tax. ' 

UTILITIES—Impost of 3 per cent 
of the amount billed for consumption 
of electrical energy will be paid by 
domestic and commercial users; in- 
dustrial power sales are exempt. The 
charge is not expected materially to 
affect demand for current. Telephone, 
telegraph and radio communications 
concerns, however, are more seri- 
ously affected. 

Telephone calls costing between 


Department Store 
Seeks Oil Business 


Akron, O., June 17.—The M. 
O’Neil unit in the May depart- 
ment chain is offering com- 
plete service to motorists in its 
customers’ garage. 

Cars will be serviced while 
the owner shops. The garage 
has a capacity of 500 cars. 


— 


Hecker H-O Adopts 
Committee Plan 


Buffalo, N. Y., June 17.— 
Sales and advertising of Hec- 
ker H-O Company, cereals, 
have been combined in a new 
department. 

Activities will be directed by 
a sales and advertising com- 
mittee made up of Lawrence 
Tremaine, former sales man- 
ager; H. Barton Parry, former 
sales promotion manager, and 
Winston H. Thornburg, former 
advertising manager. 


50 cents and $1 will be taxed 10 
cents; calls costing $1 to $2 will be 
taxed 15 cents, and calls costing $2 
or more will be taxed 20 cents. 
Telegraph dispatches will be taxed 
5 per cent of the amount charged, 
and cable and radio messages, 10 
cents. While it can logically be 
argued that the more urgent mes- 
sages will be sent regardless of in- 
creased price, it is likely that some 
business will be lost. 


Minneapolis Club 
Elects New Officers 


Roy Brewer, Mono-Trade Co., has 
been elected president of the Adver- 
tising Club of Minneapolis, succeed- 
ing Felton Colwell. 

Olof Carlson, Pittsburgh Coal Co., 
and Russell L. Allison, W. S. Nott 
Co., are vice-presidents; Donald J. 
Kelly, Gile Letter Service, secretary 
and treasurer; E. M. Kopietz, Minne- 
apolis School of Art, director of edu- 
cation and extension; Ben Ferriss, 
Minneapolis Civic and Commerce 
Asssociation, director of publicity; 
Ray P. Bowden, Northwest Country 
Elevator Association, director of 
ways and means. 

Mr. Colwell and Neal Rasmussen, 
Minneapolis Paper Co., are new di- 
rectors. 


Johnson President of 


Business Editors 


B. L. Johnson, American Builder & 
Building Age, was elected president 
of Business Editors’ Association of 
Chicago at its annual meeting. John 
Willy. Hotel Monthly, is vice-presi- 
dent, and L. B. Spafford, Heating, 
Piping & Air Conditioning, secretary- 
treasurer. 

Directors are John McNamara, 
Modern Hospital; John Y. Beatty, 
Bankers Monthly; R. E. Turner, 
Power Plant Engineering; G. D. 
Crain, Jr., ADVERTISING AGE and Class 
¢é Industrial Marketing. 


INTERESTING PACKAGES HELP SALE OF ICE CREAM 


Se ee 


ee S83 


The Borden Company, New York, has redesigned its ice cream packages, B. Vaughn Flannery, of 

Young & Rubicam, and Louis Koster, commercial artist, collaborating. The new colors are red, white 

and blue. The package for brick ice cream is longer and narrower, simplifying slicing. The buyer 
also gets the impression of greater quantity, though this is an illusion. 


A YOUNG FELLA 


wants to work for an agency—thinks he 
can do things—Try him—if he pro- 
duces, fine. If not, give him the gate. 
Box 141, The young fella, Advertising 
Age. 


WANTED 
GRAVURE REPRESENTATIVE 


in every large center in the U. S. A, 
ood opportunity for salesman or firm 
with a following to solicit printing buyer, 
direct by mail and pictorial advertising. 
A portfolio will be sent upon request 
showing the advantages of using gravure. 


GAINSBOROUGH GRAVURE CO., INC. 
Eveready Bldg. Long Island City, N. Y. 


PHOTO ENGRAVING 
and Commercial Art organi- 
zation offers you advertising 
illustrations of finest quality ; 
and with them you get our 
fullest cooperation plus de- 


pendable delivery service. 
You will find, too, that our 
salesmen know their busi- 
ness, and can be of real help 
to you—any time, anywhere. 


JAHN & OLLIER 


ENGRAVING CO. 
819 W. Washington Blvd. 
Tel. MON7vve 7080 


Gallup 


Says: . 


‘“*My surveys indi- 
cate that few news- 
papers anywhere 
compare in intensity 
of reader interest 
with The Des 
Moines Register and 
Tribune.” 


@ 245,241 A. B.C. 


“% SUBLET... 


one of our cozy, cool 
suites for the summer. If 
your office is in the Grand 
Central district The Win- 
throp is mighty handy. 
Write, telephone or come 
in and look us over. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. ° 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


BEST BY COMPARISON 


"AJA X= 


PHOTOSTAT 
COPIES 


ome LET US SERVE YOU a= 


_ 33 W.ADAMS ST. CHICAGO } 
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June 18, 1932 


ADVERTISING AGE 


Coming 
Conventions 


June 19-23. Annual convention 
Advertising Federation of America 
and affiliated organizations at the 
Waldorf-Astoria, New York. 

June 20-23. Exposition of Display 
Equipment Manufacturers of U. S. at 
Hotel Sherman, Chicago. 


July 5-9. Annual meeting Pacific 
Advertising Clubs Association at Van- 
couver, B. C. 

July 7-9. Second annual conven- 
tion Advertising Distributors of 
America at Hotel Stevens, Chicago. 

July 12-14. Annual convention Ex- 
elusive Distributors’ Assn. at Book- 
Cadillac Hotel, Detroit. 


July 18-20. Annual convention 
Southern Newspaper Publishers As- 
sociation at Asheville, N. C. 

July 19-21. Annual meeting Na- 
tional Editorial Assn. starts at San 
Francisco, then moving to Los An- 
geles. 

Aug. 15. Annual convention 
O-M-I Photographers’ Assn. at Cedar 
Point, O. 

Ang. 11-13. Annual convention 
Associated Sign Contractors of North 
America at Indianapolis. 

Sept. 12-15. Annual convention of 
Financial Advertisers’ Assn. at Con: 
gress Hotel, Chicago. 

Sept. 26-29. Advertising Specialty 
National Assn. at New York. 

Oct. 2-4. Annual convention Mail 
Advertising Service Assn. at Hotel 
Pennsylvania, New York. 

Oct. 5-7. Annual conference Direct 
Mail Advertising Assn. at Hotel 
Pennsylvania, New York. 

Oct. 20-21. Annual meeting Audit 
Bureau of Circulations in Chicago. 

Oct. 27-29. Annual meeting, Tenth 
District, A. F. A. at Austin, Texas. 

Nov. 14-16. Annual meeting Na- 
tional Assn. of Broadcasters at St. 
Louis. 


JUNE ADVERTISING IN MAGAZINES 


1931 1932 

General (Agate lines) 
American Golfer..... ..... 15,337 
American Home..... 19,704 *9,130 
Arts & Decoration... 23,905 9,570 
Better Homes & 

I ewan cane 6 0 23,338 12,611 
Burroughs Clearing 

ES errarare 8,786 5,347 
Country Life......... 44,183 *%26,372 
Field & Stream....... 20,998 15,534 
DO Ateietenitees eanie 30,336 
Fur-Fish-Game .....  ....- 6,181 
Home & Field........ 14,600 11,008 
House & Garden..... 47,077 25,921 
House Beautiful..... 24,344 9,519 
Hunter-Trader- 

MOO sac ccccasns 8,467 5,709 
Hunting & Fishing... 10,193 9,619 
Modern Mechanics... 12,150 8,741 
National Geographic.. 8,680 7,224 
National Sportsman.. 14,005 11,576 
Nation’s Business.... 38,386 19,595 
Outdoor America.... 6,796 4,647 
Outdoor Life......... 13,104 11,174 
Popular Mechanics... 19,511 12,220 
Popular Science...... 18,561 7,800 


1931 1932 
(Agate lines) 
Scientific American... 4,344 2,133 
Sports Afield ........ 11,868 11,450 
Sportsman .......... 34,997 15,749 
SES reer 92,437 23,508 
ME tn6d64cki nena eee 7,591 
Vanity Pair .....-.0- 37,926 20,418 
Total Group........ 558,360 356,020 
Mail Order 
Ser eee ee 3,272 3,037 
Everyday Life....... 3,049 3,622 
Home Vriend.......<+ 2,968 2,084 
Household Guest..... 3,512 2,955 
Illustrated Mechanics ..... 1,304 
Modern Woodman.... 401 357 
EE SO re 2,369 2,610 
Sovereign Visitor..... 1,045 893 


Total Group........ 16,616 ‘16,862 
The Advertising Record Company 


Note: Beginning with the June is- 
sue Spur is issued monthly. 
*June and July issues are combined. 


ART DIRECTORS 
CLUB CERTAINTY 


Chicago, June 17.— Preliminary 
plans for formation of a Chicago Art 
Directors’ Club were laid at a meet- 
ing of a committee yesterday. A 
second session will be held June 21, 
followed by a call for an organiza- 
tion meeting, to be attended by art 
directors of Chicago agencies. 


Distinguished Committee 


The committee in charge is made 
up of Charles McDougall, Batten, 
Barton, Durstine & Osborne Corp.; 
Leonard Carey, Erwin, Wasey & Co.; 
Roy Washburne, McCann-Erickson, 
Inc., and E. Willis Jones, Needham, 
Louis & Brorby. 

While art directors will provide 
the nucleus for the club, it is pro- 
posed to admit studio representatives 
and others connected with art or 
production on a quota basis. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. ° 


ACCOUNT EXECUTIVES! 


Who control desirable business can 
make a connection on liberal com- 
mission basis; or can buy an inter- 
est in live Chicago Agency. Our 
men know of this ad. Give full de- 
tails to be held in strictest confi- 


dence. Address Advertising Age, 
Box 142. 
Campaign for Lard 


In co-operation with Iowa State 
College, the Iowa livestock industry 
will use a campaign to stimulate 
consumption of lard by Iowa bakers 
and housewives. 


ARTWORK HELPS STEAMSHIP CAMPAIGN 


Unusual artwork helped make the 


co-o 
of Transatlantic Lines, handled by L. 


ative newspa 


campaign 
. Wertheimer Co., 


@ success 


from the dollar viewpoint. Movement was a dominant characteristic 
of each design. With leading tourist agencies co-operating, the cam- 
paign ran for five weeks in leading newspapers East of the Mississippi. 


Food Paper Sold 


Auto Truck Food Distributor, Chi- 
cago, has been purchased by D. O. 
Dollnig, publisher of Coin Machine 
Journal, Chicago. 


Represent “Times” 
Chattanooga (Tenn.) Times has 
appointed Kelly-Smith Co. as na- 
tional advertising representative. 


Coggeshall Made Professor 


Reginald Coggeshall has been 
named assistant professor of jour- 
nalism at the University of Minne- 
sota. 


Nichols, Heikkila Formed 
M. A. Heikkila and W. P. Nichols 


have formed a new agency, Nichols, 
Heikkila, 140 E. 40th St., New York. 


(WE SPECIALIZE IN SHORT RUNS) 


POSTERS 


THOMSON 


DISPLAYS 


TERRE HAUTE - INDIANA 


A request from you will bring a Green Booklet containing full information 


ARE SERVING OVER SIXTY LEADING ADVERTISING AGENCIES 


MANUFACTURING FOR THEM SPECIAL 24 AND 3 SHEET POSTERS, TRUCK POSTERS, 
WINDOW DISPLAYS AND MISCELLANEOUS COLOR ADVERTISING MATTER 
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ew! 
TU-WAY 


TAADE MARK 


FOUNDATIONS 


CREATED BY 


Bon lon 


Latest proof submitted by 
Royal Worcester Corset Co., 
Worcester, Mass., of the flexi- 
bility of its products. The pho- 
tograph was produced by 
Lucas-Kanarian Studio, under 
direction of Otis Carl Williams, 
Inc., Worcester agency. 


STARTS CAMPAIGN 


7 


M. C. Nelson, recently elected 
president of the Salt Lake Ad- 
vertising Club, Salt Lake City, 
is directing a club campaign to 
stimulate buying. Mr. Nelson 
is president of the L. S. Gillham 
Co., advertising agency. 


COMIC STRIP ARTIST AT HIS CHORES 


rw 


Ludwig Bemelmans, who is doing the Jell-O feature, Royal Family 
of Noodleberg for General s Corp., is caught with one of his 
models by the cameraman. 


REVIEW OF THE WEEK!) 


UTILITY IS ADDED TO BEAUTY BY EVERSHARP 


Wahl Co., Chicago, has created new roles for the package to play. A pad holds pen and pencil 

securely in grooves. When the pad is removed, the base becomes a desk tray with many uses. 

Cover and base of the new gift box were designed by lanelli Studio, cover and pad by Dennison. 
Cover and base form many different display arrangements. 


HOW SHELL CAPITALIZES "MONTH OF WEDDINGS" 


Made fo; 


each other 


Shell Petroleum Corporation's June poster is attracting attention because of its strong human interest. 
The background is y mo blue, the man and girl in natural colors and the Shell emblem in the usual red 
and yellow. Outdoor Advertising Agency of America, Chicago, handles the account. 


MOST TYPICAL AMERICAN GIRLS, SAY ADVERTISERS 


Of the feminine talent under direction of John Robert Powers, New York, these two models are in 
greatest demand to illustrate advertising pages, Mr. Powers reports. The brunette is Betty Marr; 
the blonde, Claire Coulter. These studies were made by Forbath & Rejane and Pagano. 
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